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Rough Proofs 


General Mills set a fine new 
precedent by putting on a presen- 
tation for its four agencies, des- 
ignated as “our ace salesmen.” 

How about extending the idea 
to include the media men? 


, FP 


LP microgroove records seem 
to be the answer to the problem 
of the phonograph fan whose Bing 
Crosby collection alone spills all 
over the living room. 


> Fe | 


E. L. Deckinger says it costs | 
money for advertisers to take | 
those long vacations from radio | 
networks in the summer time. | 

But unfortunately Hiatus and 
the talent are old pals now. 


+ 2 2 


AA editors tell advertisers, | 
“Don’t ask your customers, ‘What | 
kind of advertising do you like?’ ” 
because they don’t know. 

But hopeful editors will con- 
tinue to ask a similar question of 
their inconstant readers. 


7, FF 


Pictures of admen enjoying 
leisure hours indicate they hunt, | 
fish, sail, golf and play poker and 
bridge. 

Why not introduce a familiar) 
note by illustrating a foursome 
playing captain and crew for the 
drinks? 


vvy ‘ 

“Prince Gardner starts record 
billfold drive.” 

As long as business continues | 
good in the billfold industry, there | 
is probably plenty of folding | 
money still around. 

7, Vv F 


Life and Look are telling how | 
many million readers they now | 
have. 


Military Ad 


Clarified in Note to AA | 


Safeway May Cut 


Many Lines Carried 


fo 2 or 3 Brands 


Denies Squeezing of 
National Brands; 
Room Is Problem 


OAKLAND, CaL.—As the result of 
surveys now being conducted, “it 
seems likely that on many prod- 
ucts stocking will be restricted to 
two brands,” E. F. Becker, man- 
ager of Sheffield Services of Safe- 
way Stores Company, second larg- 
est grocery chain, informs AA. 

“In some cases,” he added, 
“there may be only one brand. 
But the majority of dollar sales 
will still be accounted for by 
products stocked in three or more 
brands”—the ones of “largest vol- 
ume” on which “important na- 


|tional advertising is done.” 


“So far a policy to stock two 
brands or less has been adopted 
on only five products. And of 


two.” 

The five products referred to are 
yeast, salt, tomato juice, brooms 
and insecticide sprays, Mr. Becker 
said. The sponsored brands among 


| these are salt and tomato juice. 


However, he explained, “an out- 
side brand of salt may be stocked 


Will some kind friend of | according to the discretion of the 


the ABC please step forward and rege But in each case it will be 


name the number of his paid sub- 
scribers? 
. 2.2 

Gladys the beautiful receptionist | 
says she sees companies are ad- 
vertising for men with so much 
experience they ought to be at) 
least sixty, but they all want fel- 
lows who have just turned thirty. 


the largest selling brand locally. 
In tomato juice the outside brand 
will be either Libby or Del 
Monte.” 


Not a Brand Policy 


His letter was evoked by some 
“Private Lines” in AA, May 31, 


|which mentioned that in recent} 


Cost Action 


Navy Answers Query 
on Effect of Hotly 
Debated Ad Ruling 


By STANLEY E. COHEN 


WASHINGTON—Stunned by a 
| barrage of protests from congres- 
| sional and media sources, authors 
|of new cost rules for military 
; contracts tried last week to con- 
| vince the advertising world that 


| 


| 


nothing very much new was con- | 


templated in the regulations now 
nearing completion. 

| Literally hundreds of letters 
,and telegrams from _ publishers, 
broadcasters and associations piled 
up on the desks of conservative 
_service auditors who were told in 
blistering terms that their pro- 
' posed ruling holding advertising 
'an inadmissible cost threatened 
| the stability of the publishing in- 
| dustry, and the valuable brand 
'names controlled by would-be de- 
fense contractors. 


Navy Gives AA Statement 


Since many of the key men on 
|the Joint Audit Coordinating 
|Committee rewriting the cost 
|principles for military procure- 


ment are in the Navy, the Navy 
‘these we have sponsored brands | Department agreed after careful | 
'(Safeway’s own brands) in only | consideration, to provide ADVER- 


| ° 
TISING AGE with a statement sum- 


|marizing its concept of the con- 
'troversy over advertising as a 
| contract cost. 

The Navy statement, handed to 
AA Wednesday, makes it clear 
|that the latest draft of revised 
|cost principles withdraws cost 
| status formerly enjoyed for cer- 
| tain types of advertising in trade 
and technical journals. The Navy 
| Statement explains, however, that 
| these cost principles probably will 
‘not apply to competitive bid fixed 

price contracts, by far the largest 
class of military procurement con- 
(Continued on Page 60) 
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PEPS! ‘8'—One of the first newspaper 
ads for Pepsi-Cola Co.'s new 8-ounce 
bottle is this large-space copy, which 
appeared in the Chattanooga Times. 


Proposed Rule 
on Lottery Might 
Bar All Giveaways 


Program Listening 
as Condition of 


Winning Would End 


WaASHINGTON—FCC moved 
| against radio’s “giveaway” craze 
last week with an interpretation 
of the Communications Act out- 
lawing many of the devices used 
ito attract listeners to local station 
| “timekeeper” and top rating net- 
| work money shows. 

Commission action came in two 
| ways, both of them clear warning 
|that giveaways are not likely to 
survive in their present form. 

1. The commission ruled that 

(Continued on Page 63) 


‘months Safeway has introduced a 
'“two-for-each” policy in certain | 
“No room for prima donna or |food lines—specifically tea, soluble 
clock watcher here,” says a De- (coffee and baby foods. The story 
troit agency looking for an ac-/|added that “one of these, where | 
count executive. * available, is a Safeway product, 
Do you pay time and a half for which leaves room for only one | 
overtime with the clients? nationally advertised brand in that 
vw? category.” 
‘ Mr. Becker emphasized that “no 
C. &. Hooper has an expansion (Continued on Page 57) 
program intended to “end duplica- 
tion in the field and eliminate the | 
competition of the A. C. Nielsen | 1c1 
Co.” AA reports. This is esen' Television 
.ercial candor than which nothing 
juld be more candid. 


i os 


boosts hotel revenues. 
See ‘Private Lines,’ 


hee dah Page 38. Other features: | 
Life was beginning to think, | 
fter Mel Patton finished fifth in | Ad-libbing 12 
1e Olympic 100 meters, that its | Advertising in the Test Stage 48 | 
‘ont cover publicity had jinxed Advertising Market Place 46 | 
1e lad, but after the 200-meter — reper meee = 
ish everything was all right | eee  ootag voll 6 
cam. | Department Store Sales 52 

* 2 | Editorials . 12] 


Since Satchel Paige has started | Getting Personal 
nd won a game for Cleveland, | Information for Advertisers. be 
dian fans are justified in be- |!" Washington 


: | Obituari 
eving that the pennant may now | iictaaveatth eae 


e in the bag. | Voice of the Advertiser 54 


Copy Cus. You Ought to Know 40) 


Last Minute News Flashes 


Glass Wax to Open First National Drive 


Cuicaco—Beginning Aug. 22, Gold Seal Glass Wax will break its 
first national magazine drive, with monthly, full-page, four-color ads 
in Life, plus four-color pages in The American Weekly, Family Circle, 
This Week and Woman’s Day. In addition, the company has sched- 
uled full-page, black-and-white newspaper ads in about 35 selected 
markets through Campbell-Mithun, and will sponsor Arthur God- 
frey’s five-a-week show over 167 CBS stations beginning Aug. 30. 


General Mills to Offer Tru-Heat ‘Bargain’ 
MINNEAPOLIS — General Mills will launch a “fall bargain offer” 
campaign beginning Sept. 20, offering a Betty Crocker Tru-Heat iron 
plus a hang-open clothespin bag and Laundri-Tongs for $12.59 in 
Better Homes & Gardens, Country Gentleman, Good Housekeeping, 
Household and Woman’s Home Companion plus 136 newspapers. The 
campaign is placed through Batten, Barton, Durstine & Osborn. 


N. Y. Bank Association Starts $250,000 Drive 

New YorK — The Savings Bank Association of the state of New 
York is launching a new $250,000 campaign today with 450-line ads 
in 75 New York state newspapers and news programs on WGY, 
Schenectady and WOR, New York. In addition to the educational 
film on savings the association has been distributing for the past year, 
a new movie is now being produced. The agency is Ruthrauff & 
Ryan, New York. 


12 -McLaughlin’s Manor House Coffee Returns to Ludgin 


Cuicaco—W. F. McLaughlin & Co., roaster of Manor House coffee, 


62 has appointed Earle Ludgin & Co., Chicago, to handle its advertising. | 
4 


Ludgin handled Manor House for several years prior to 1943. 
(Additional News Flashes on Page 63) 


P&G's $27,912,122 
Tops Advertisers’ 
1947 Expenditures 


General Motors, C-P-P 
Show Big Rise; Radio 
Slips, Dailies Up 


New YorkK— With Procter & 
Gamble’s $27,912,122 leading the 
way, Magazine Advertising Bu- 
reau last week reported the 100 
leading advertisers of 1947—and 
the fact that magazines netted a 
record $442,015,000. 

MAB’s annual summary of how 
major advertisers spent their dol- 
lars in the three major media, is 
the third of the series. Now on 
the press, “National Advertising 
Investments in 1947,” which shows 
the expenditure for 2,498 com- 
panies on 5,123 products, will be 
generally available for distribu- 
tion in a week. 

Behind P&G, the perennial 
leader, came General Motors, with 
| $18,020,973; Colgate - Palmolive - 
Peet, $15,382,134; General Foods, 
$14,251,648; Sterling Drug, $13,- 
098,391; Lever Bros., $12,580,820; 
General Mills, $11,000,270; R. J. 
Reynolds Tobacco, $10,439,114; 
‘Swift & Co., $10,129,604. These 
‘are the advertisers spending more 
'than $10,000,000 in 1947. Seagram 
| Distillers came in with $9,139,032. 
| (Detailed figures for each of the 
| 100 leaders appear on Page 42.) 


Two Big Increases 


| For the year 1946, MAB clocked 

P&G at $24,656,164, GM at $10.- 
| 739,053 and Colgate at $10,311,- 
746; GF at $12,559,451; Sterling 
at $12,760,516; and Lever at $10,- 
733,532. 

The two spectacular increases 
came from Colgate—which this 
year launched new products, and 
| poured increased promotion into 
Super Suds—and General Motors, 
\slowly returning to its prewar 
' dominance in the advertising field. 

The year was marked by chang- 
ing trends in media. Although the 
$442,000,000 racked up by maga- 
zines was a record, and a $61,- 
000,000 boost over 1946, the maga- 
| zines’ share of the national adver- 


tising dollar declined slightly, 
down to 45.4% from 46.1% in 
1946. 


Newspapers in Big Gain 


Newspapers continued their up- 
ward drive. Their $311,000,000 in 
1947 was 31.9% of the national 
dollar, against $231,000,000 and 
\27.9% in 1946. Network radio 
slipped—to $131,000,000 from 
$132,000,000 in 1946. Spot radio 
rose to $90,000,000 from $83,000,- 
000 to make the total for the year 
| $221,000,000 (a $6,000,000 increase 
lover 1946), but radio’s percentage 
of the national dollar dropped to 
| 22.7%—radio’s smallest percent- 
'age-wise share of advertising 
'since 1937. 

Besides the trends in media, 
MAB’s report shows the postwar 
barrage of advertised products in 
la table showing how the total 
number of products advertised 
rose from 2,851 in 1939 to 5,123 

(Continued on Page 42) 
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Mitchell, WTOP 
Head, Leaves 
for NAB Post 


WASHINGTON—Maurice B. Mit- 
chell, manager of WTOP, Wash- 
ington, has been named director 
of broadcast advertising for the 
National Association of Broadcast- 
ers. One of the youngest major 
station managers in the industry, 
he leaves WTOP to take up the 
NAB post early in September. 

Mr. Mitchell replaces Frank E. 
Pellegrin, who, until his resigna- 
tion last March, had been director 
of NAB’s broadcast advertising de- 
partment since it was established. 
Mr. Pellegrin became president 
and general manager of KSTL, 
St. Louis. 

Mr. Mitchell, who is 33, has had 
extensive training in newspaper 
advertising and promotion, as 
well as radio. He joined WTOP, 
the 50,000-watt CBS outlet here, 


after the war as press and sales | 


promotion manager, and _ then 
sales manager. 

One month after promotion to 
CBS Radio Sales in New York 
\last January he was recalled here 
‘to become WTOP’s general man- 
‘ager in place of Carl Burkland, 
|who had been named CBS general 


sales manager. 


Issues Shopping Data 


The Real Property Inventory of 
Metropolitan Cleveland has pub- 
lished the 1948 edition of “Shop- 
ping Centers and Street Frontage,” 
a detailed study of 259 shopping 
centers in Greater Cleveland, clas- 
sified by size and importance. The 
book, available -at $7.50 a copy, 
also includes a large map showing 
streets and census tract bound- 
aries and a map showing shopping 
centers by exact location. 


Orbis Names Lowell 


Orbis Mail Order Corporation, 
New York, overseas package serv- 
ice, has appointed the Mortimer 
Lowell Company, New York, to 
handle its advertising. 


To Abbott Kimball 


Reed & Barton, Taunton, Mass., 
|silversmith, has appointed Abbott 
Kimball Company, New York, to 
| handle advertising for the com- 
|mercial line of silver plated flat- 
ware. Advertising for all other 
Reed & Barton lines continues: to 
be handled by Badger & Brown- 
ing, Boston. 


Milani to LaRoche 


Angeles and Chicago, has 
pointed C. J. LaRoche & Co., Los 
Angeles, to handle advertising for 
the complete line of Milani prod- 
ucts, effective Sept. 1. Milani’s De 


kets within the next month. 


‘Holiday’ Adds Section 

Holiday, Philadelphia, has an- 
nounced that effective with the 
November issue small space book 
advertising will be piaced under 
one head, to be known as “The 
Book Mart.” This advertising 
space will be sold in units as small 
jas 14 lines. 


The Indianapolis Market 


(/ COOVE tHE 
NATIONAL AVERAGE 
in Net Effective 
Buying Power* 
*Copr. 1948 Sales Man- 
agement Survey of Buying 
Power; further reproduc- 

tion not licensed. 


source 


is Rich, Ripe and Ready! 


@ We could hardly believe it ourselves when Sales Manage- 
ment published the figures. But there it is, from an impartial 


Indianapolis, 63.5% above the national average in 


per capita net effective buying income. 


Well, quit drooling and go after that rich, ripe cherry. 


Before you do, let us remind you that Indianapolis is pre- 


dominantly an evening newspaper market, and that The 


Indianapolis News is by far the 


leading evening newspaper in 


Indianapolis and the 33 sur- 


rounding counties, with a reader 


influence that delivers results. 


in the California and Chicago mar- | 


Variety Stores 
Consider Selling 
Groceries at Cost 


Cuicaco—Irked because the | 


‘chain grocery stores have made 


| 
| 


| 


Louis Milani Foods, In¢é., Los | heavy inroads on their candy 
ap- | business—at 


smaller markups— 
independent variety store repre- | 
sentatives last week discussed 
plans for selling groceries at cost, | 


Cisco dressing will be introduced | in order to increase store traffic. | 


The occasion was the annual 
summer merchandise fair of the 
National Association of Variety 
Stores, which represents about 
50% of the total variety store vol- | 
ume. Most significant trend was 
the presence of exhibits of some 
five or six old-line companies, 
which previously had not ex- 
hibited at the semi-annual shows. 

Representatives of several of the 
companies readily admitted that 
they hoped to step up distribution 
of their specialties in the smaller 
independent stores—a field which 
has often been overlooked by the 
larger manufacturers seeking vol- | 
ume and quick turnover. 

Another significant trend was | 
the increased sale of cigarets in| 
the independent stores—again in | 
competition with the chain gro- | 
ceries. One store owner claimed | 
that inauguration of cigaret sales | 
had boosted his store traffic by as 
much as 1,400 persons on peak 
days following ads promoting the 
tobacco section. 


A Bitter Pill 


Most bitter pill, however, was 
the reduction in the candy busi- | 
ness. During the war, candy man- | 
ufacturers in a number of cases | 
introduced packaged candies in| 
chain groceries, where they sold 
unbelievably fast because of the 
lower markup. 

Amazed by the success of their 
latest department, several of the 
larger grocery chains purchased 
candy factories and used them to 
supply their own stores, leaving | 
the independent confectioners | 
without the high-volume market | 
which they had created. 

General tenor of the ripen 


tions at the merchandise fair was 
that the independent variety store | 
is on the “comeback trail,” and | 
the merchants are looking for a/| 
broader merchandise base to pave 
the way. | 


| pansion 


It was also apparent that very 
few, if any, of the variety men 
would consider introducing a new 
department without giving it a 


Advertising Age, August 9, 154 
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UP! UP! UP’ 


BUT NOT ON YOUR 


~ Lite! 


Now, more than ever ~ 4 
VOU GET MORE OUT OF Life! 


NOT LIFE—Three days after many of 
the big cigaret companies announced 
price rises Brown & Williamson an- 
nounced in newspaper ads in New 
York, Minneapolis and St. Paul that 
Life cigaret prices would remain un- 
changed. The agency is Ted Bates, Inc., 
New York. 


Cape Bids for Tourists 


The Cape Cod Chamber of Com- 
merce, Hyannis, Mass., is begin- 
ning a campaign this month t 
add two months to the norma 
Cape Cod vacation season by ex- 
tending it through October. News- 
papers and magazines will be used 
in five states in addition to the 
distribution of copies of a Koda- 
chrome brochure to be distributed 
through railroads, hotels, travel 
agencies, city information bureau: 
and other centers. The agency i: 
Walter Weir, Inc., New York. 


Sherman Ellis Moves 


Sherman K. Ellis, director o 
sales for Diorama Corporation 0! 
America, New York, has movec 
his headquarters to 369 Lexingtorf 
Ave. as part of that company’s ex 
in railroad and _ airport 
terminal diorama advertising 
Other Diorama offices are located 
at 410 E. 91st St. 


heavy advertising buildup. Since ‘Payson Names Sackheim 
few of the variety stores have)! The Payson Corporation, New 
done a great deal of advertising in | York, maker of paints and enamel, 
the past, crystal ball gazers fore- | pas appointed Ben Sackheim, Inc. 
saw the emergence of a new fac-|New York, to handle its advertis- 


OWNING AND 


Advertise where the money is 


. in the newspaper read by 


people with money. 


THE INDIANAPOLIS NEWS 


THE GREAT HOOSIER DAILY ALONE 
DOES THE NEWSPAPER JOB 


—in Daily Advertising 
—in Reader Responsiveness 
—in the Hearts of Hoosierdom 


OPERATING RADIO STATION WIBC 


DAN A. CARROLL, 110 E. 42nd St., New York 17 « The JOHN E. LUTZ CO., 435 N. Michigan Ave., Chicago 11 e¢ JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 


tor in small city and small town 
advertising. 


Arvin Shifts Four 

Paul W. Tanner has been ap- 
pointed sales manager of the ap-| 
pliance division of the Arvin di-| 
vision, Noblitt - Sparks Industries, | 
Inc., Columbus, Ind. Raymond P. 
Spellman has been named sales 
manager of the radio division. 
Previously Mr. Tanner and Mr. 
Spellman were acting as assistant 
sales managers under Gordon T.. 
Ritter, director of sales. Lester M. | 
Graham, formerly sales manager | 
of Emerson Radio & Phonograph 
Company, New York, has been, 
named field sales director, and 
William D. Howell has been ap- 
pointed manager of the premium) 
promotion department. 


Appoints Hochman 

Jules Hochman has been ap- 
pointed sales manager of Flex-Let 
Expansion Products, East Provi- 
dence, R. I., manufacturer of ex- 
pansion watch bands. He succeeds 
J. R. Storti, vice-president, who 
will work on advertising and 
merchandising plans. 


ing. 


For over 60 years 


THE MARTIN CANTINE COMPA 
SAUGERTIES, N. Y. 


Specialists'in Coated Papers since | 
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Women's Wear Daily 


The Retailer’s Daily Newspaper 
Fairchild Bldg., 7 E.12th St., N.Y. 3, N. Y. 


eaches the bulk of the rich | 


department store 


fashion market 


WOMEN'S WEAR DAILY 


is read in the department stores 
that do 

91.8% of the total 

department store business 

in women's and children’s wear, 
fabrics and related fashion 
lines.* 
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|will promote the contest and each 
picture as it is released. The com- 
pany also will use stills from the 


’ . 
Sears’ Ads Tie In 
. 6 
with Paramount Ss movies in the window displays of 
Sears’ 600 stores in this and other | 


Four New Movies | countries and will assist with local 


Curcaco—Sears, Roebuck & Co. |theater lobby displays when the | 
announced last week that its re- | movies appear in a town or city. | 
tail advertising this fall will tie In addition, the contest and the) 


cameramen of Hollywood studios, 
where tie-ins usually are sought 
with the movie stars. It 
ported, however, that Hollywood 
now is going all-out for commer- 
cial tie-ins of all kinds with ad- 
vertisers. The studios are revers- 
ing their former policy of exclud- 
ing small advertisers from use of 


is re-| 
| been elected president of the As- 


| Agencies, succeeding Robert Ken- 


in with four new movies to be judges will be promoted in “com-|movie stars and are seeking any | 


ing attraction” trailers. 

The movies, which Sears said | 
will bill top Hollywood stars, are | 
“Sealed Verdict,” “The Tatlock 
Millions,” “The Paleface” and 


released by Paramount Pictures. 
Sears will sponsor an amateur 
snapshot contest nationally from | 
Oct. 1 to Nov. 15 in which four 
Paramount cameramen working 
on the movies will serve as judges. 
Prizes will exceed $10,000 in cash |judges are Paramount cameramen 
and camera equipment. John F. Seitz, Charles B. Lang Jr., 
Sears’ newspaper advertising ‘Leo Tover and Ray Rennahan, in 
addition to Frank Fenner Jr., 
editor of Popular Photography. 


Hollywood Hungry 


Besides the national contest, 


| 
| 


PREMIUMS 


Self liquidating and give-aways. Sears’ stores will conduct local 
Children’s premiums created to fit your product.} | contests, allotting their own prizes 
WALROB and appointing local judges. 


Sears claims that the promotion 
lis one of their first tie-ins with 


1525 E, 53RD ST. CHICAGO 15, ILL 


type of publicity and exploitation 
they can get. 


Among promotions in the works | pany, Chicago, western vice-presi- 
are arrangements with publishers | dent, and Joseph W. Madden, sec- 
of books that have been made into | retary, National Export Advertis- | 
“Night Has a Thousand Eyes.” The | pictures, whereby the studios will | ing Service, New York, secretary- 
| plug the books and the publishers | treasurer. 
will plug the pictures. Properties | 


and costumes from pictures will 
be urged upon department stores 
and libraries for exhibit. 


Gillette Sponsors Race 


Gillette Safety Razor Company, 
through Maxon, Inc., will carry 
the 14th Massachusetts Handicap, 
top Suffolk Downs race, over 
ABC. The Boston turf’ event is 
set for Aug. 14 at 5 p.m., EDT. 


Exporters Elect Otto 


Robert Otto, president of Robert 
Otto Associates, New York, has 


sociation of Export Advertising 


dall of Gotham Advertising, New 
York. Other officers elected for 
the year 1948-49 are: Daniel C. 
Kaufherr, vice - president, Irwin 
Viadimir & Co., New York, vice- 
president; Henry Fredericks, ac- 
count executive, The Buchen Com- 


‘Parents’ ’ Ups Rate 


Effective January, 1949, Par- 
ents’ Magazine advertising rates 
will jump from $4,050 for a black- 
and-white page to $4,550, and the 
circulation guarantee will be in- 
creased from 1,150,000 to 1,200,- 
000. The magazine is being re- 
styled by Gordon Aymar, art di- 
rector, and soon will increase its 
subscription rate from $2.50 to $3 
a year. 


Nething 
picks up sales 
like Esquire 


TORE 
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; > ae —— er 
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Brother, things are really 
popping at Esquire! 

Things like more man-size fea- 
tures, fiction, fun and adventure 
in every issue! Things like 
Esquire’s brilliant new monthly 
men’s service features, already 
being hailed as collector's items by our cheering readers! 


(In September Esquire, it’s a complete Design for Living, Learning and 
Leisure on the campus, plus an entirely separate campus clothes section.) 


Now you see why Esquire is the largest-selling 50¢ magazine on 
U.S. newsstands. 


Everything in Esquire slants directly toward a man’s interest — and 
toward every woman interested in men, too! Result: Over 3,000,000 
women read Esquire in addition to its male audience. Which makes Esquire 
the only magazine “retail store” where men and women shop together for 
everything that interests men! 


Shouldn't your product be sold here? 


Read what one adult-games advertiser in Esquire and a leading 
home publication reports: “(1) Esquire pulled 3 to 1 against Publica- 
tion No. 2. (2) Of the replies from Esquire, 2 out of 3 were from 
women. Although you had emphasized Esquire’s tremendous market 
among women, we chose to believe otherwise. In future we will use 
twice as much space in Esquire and eliminate the other magazine.” 


Esquire, Inc., 366 Madison Avenue, New York 17, N. Y. 


Advertising Age, August 9, 19-8 


NY Dailies’ Pact 
with Printers Due 


for Local Vote 


Vari-Typer Work 
Goes to Union; Wage 
Boosted $9 Weekly 


New York—Members of Loca! 
6, International Typographica! 
Union, were scheduled to meet 
Aug. 8 to vote on provisions of a 
new contract between the loca] 
and the Publishers Association of 
New York City, representing 12 
daily newspapers. 

The proposed contract, which 
was submitted to the ITU’s execu- 
tive board earlier in the week, is 
understood to have won the ap- 
proval of the five-member inter- 
national executive council. 

If the contract wins approval of 
the members of Local 6, it will be 
the last step in a long series of 
agreements, disagreements and 
tentative agreements since the ex- 
piration of the dailies’ contracts 
in February. 

The New York City publishers 
offered the union a $9 weekly 
raise, priority hiring, and have 
almost completely capitulated on 
the question of Vari-Type opera- 
tion. 


Machines a Problem 


Because the Chicago newspapers 
—and others—had successfully 
withstood strikes by ITU locals 
by switching to Vari-Type com- 
position and photo-engraving, Lo- 
cal 6 in New York has insisted 
that any contract give control over 
the machines to the unions. 

William Mapel, vice-chairman 
of the Publishers Association of 
New York City, said the proposals 
provided “no substitute operation 
for the production of matter 
printed in the newspapers shall 
be performed outside the jurisdic- 
tion of this union.” 

The proposals would give day 
workers $99 for a 36%4-hour shift; 
$104 for night shift workers; lob- 
ster shift men get $109 for 35 
hours. 

Priority hiring means that, 
while foremen are prohibited from 
excluding “individuals who have 
established competency as jour- 
neymen,” they are to recognize 
priority of “regular situation hold- 
ers,” and “other journeymen” who 
have worked in the composing 
room; also persons whose com- 
petence the foreman does not 
doubt or who have “registered for 
employment after having passed 
the examination.” 

The proposed contract provides 
that printers seeking to qualify as 
journeymen are to be given an ex- 


amination by the School for 
Printers’ Apprentices of New 
York City. 


Western Video Network 
Planned by ABC 


American Broadcasting Com- 
pany is working to develop a 10- 
station television network in the 
far West, according to Don Searle, 
vice-president. With many prob- 
lems to be ironed out, the prospect 
at present includes eight outlets 
in California, Oregon and Wash- 
ington, with two others in Salt 
Lake City and Denver. 

Construction is under way on 
network-owned stations in Los 
Angeles and San Francisco, and 
a construction permit has been 
granted KFMB, San Diego affiliate. 
Applications have been filed by 
affiliates in Sacramento, Portland, 
Seattle, Spokane, Salt Lake City 
and Denver. The schedule for 
network stations to begin opera- 
tions shows KECA-TV, Los An- 
geles, Nov. 1, KGO-TV, San Fran- 
cisco, Dec. 1, and KFMB, soon 


after the latter date. 
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CCASIONALLY the Post catches even itself 

by surprise. Such was the case with the 
two-part article* about the world’s biggest 
investment house, Merrill Lynch, Pierce, 
Fenner & Beane. MLPF&B offices were struck 
by an unexpected avalanche of letters, wires 
and phone calls from bank presidents, corpo- 
ration executives, educators and thousands of 
others. 


blishers 
weekly 
d have 
ated on 
opera- 


n ‘e 

aS 4 bg ’ 
spapers { — j 
essfully , * % 


{ , 
e a i, . “We were completely amazed by the re- 
ng, Lo- \™ ff, sponse,” said a firm executive. ““We had no 
=" penne , Pfs idea the Post was so widely read and so well 
oo 4 respected.” 
airman “ 
concn “ j The only sour note came from a few jealous 
aida | ‘ . 
eration ‘ | souls in the brokerage business. They asked 
a b, F, : MLPF&B: “How much did you have to pay?” 
wiemte- a 4 Even in jest, the question was absurd. As 
ve day everyone knows, you can’t buy editorial space 
rig a in any honest magazine. The MLPF&B ar- 
for 35 ticle, like all others that appear in the Post, 
that Y was published solely because it was interest- 
d from ’ ing, informative reading. (MLPF&B, inci- 
‘ a \ dentally, never has been a Post advertiser.) 
1r- » 
ia. ' 3 Those who have experienced the power of 
1” who the Post, editorially or in advertising, won’t be 
oor surprised at the happy ending of the MLPF&B 
Ss not 4 story. For they know that the Post carries 
niet | u tremendous impact . . . an impact that has 
built brand leadership in every field. People 
“ged . + believe what they read in the Post. 
an ex- i 
for *** The Thundering Herd of Wall Street” by Arthur W. Baum, 
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U.S. Shoe Wins 32% Salm," “|Swaney Adds Two ts! 4 0.4 eta | DuMont 
oe ae ee ' | Charles Alsup, formerly an ac-/| the ‘ad that it will sae to U on e $es 


: The decision, involving “Red ‘ d 
Ri ht to Use ” a count executive of Buchanan & refuse to sign a contract with any 
g Cress” tissues made by the A.P.W. Co., San Francisco, has joined the ynion which is not certified by the 


: . . 

. * P Paper Company, Albany, N. Y., in-| account staff of the Hollywood of-| National Labor Relations Board.” | T | f f 

cs. Red Cross Name structed the commission to nego-/| fice of Morris F. Swaney, Inc. Joe This local, Woolworth said, “has e e ranscrip ion 
- WasHINGTON—The United States | tiate workable disclaimers to pre-|Connor, formerly with Ruthrauff not complied with the anti-Com- | 

ie j.§ Shoe Company secured its right| vent misunderstandings in cases|& Ryan, Lynn-Fieldhouse, Sulli- munist provision of the National as Sales Tool 


** to use “Red Cross” as the brand | Where firms have a right to use| van, Stauffer, Colwell & Bayles, Labor Relations Act of 1947.” 
" name of its shoes by signing a| “Red Cross” as a brand name. _and George Nowland Corporation,| If picketing starts in other cit- 
stipulation with the FTC last week| The disclaimer accepted by U.S. | has been — a” of the ies, the campaign will be extended — New YorK—The DuMont Tele. 
| promising to use disclaimers indi- | Shoe Company, states merely, |#8¢ncy’s merchandising depart-| there. | 


pong , ment in New York. |vision Network’s big weapon i 
cating that the product is in no| “This product has no connection | the battle for affiliates is teletran- 


way connected with the American | } the onaere ee — ‘Woolworth Explains Join Geyer, Newell scription. Last week network offi- 
Red Cross. ie eee ; : __ Charles W. Miller Jr., formerly | Cials showed how they intend to 

The settlement worked out be-|Prominently in connection with) NY Area Picketing in the production department of | use it. 
tween the shoe company and the | the use of the brand name. | F. W. Woolworth Company ran/|J. D. Tarcher & Co., and James| An advertiser who wishes 1, 
commission closing a case going | ee . ne ae - 4 td A. Pancoast, formerly with the carry a WABD (New York) show 
back to July 27, 1942, is in line| ork metropolitan and suburban traffic and production department itiona! 
; y . Gross Agency Moves newspapers last week, through of Foote, Cone & Belding, have os many os ares additional 


with a Supreme Court decision! Charles Anthony Gross, Miami Lynn Baker, Inc., New York, to joined the traffic and production television stations will be pro- 
which prevents FTC from entirely | Beach agency, has moved its of-|explain the presence of pickets of department of Geyer, Newell & |Vided with a transcription of that 
outlawing “Red Cross” brand| fices to 345 Lincoln Rd. ‘Wholesale & Warehouse Workers Ganger, New York. | program free of charge if the time 
|is bought through DuMont. 

The network, which has long 
‘maintained the necessity for dual 
affiliates in video, hopes to attract 
as many stations as possible as 
teletranscription members. To join 


. 
, DuMont on this basis a station 
must agree to carry a_ specified 


° number of sponsored DuMont 
: telecasts. 

On the East Coast, DuMont’s 
station list mumbers six—three 
signed affiliates, two of which are 
/owned and operated by DuMont, 
and three outlets with which it 
has working agreements. At press 
time no teletranscription contracts 
‘had been signed, but a number 
|reportedly were in the working 
stages. 


Extra Prints Available 


A sponsor who wishes to air a 
selected program in more markets 
'within a shorter time than is pos- 
sible with the use of one print 
for three stations may obtain ad- 
|ditional prints at the following 
rates each: 60 minutes, $60; 45 
|minutes, $45; 30 minutes, $30; 15 
minutes, $20, and under 15 min- 
utes, $15. 

Teletranscribed programs—Du- 

|Mont plans to make all its sus- 
tainers and as many sponsored 
shows as the demand warrants 
available on this basis—also will 
be sold to stations which have 
signed affiliation agreements, for 
use as sustainers. In this case in- 
dividual station rates will be 
based on the size of the market 
covered. 
_ Live shows for reference and file 
| purposes only will be transcribed 
at a cost of $8 per minute or a 
/minimum of $40. Closed circuit 
recording sessions for reference 
and audition use only may be had 
at the same rate, plus studio fa- 
cilities fees of $200 for the first 
/hour or fraction and $100 for each 
additional half hour or fraction. 

DuMont also will transcribe 
commercials, live or closed cir- 
cuit, at the rate of $40 per minute 
plus studio rental costs. 

Teletranscriptions are filmed di- 
rectly from the cathode ray tube 
| by a process developed by Dr 
Allen B. DuMont and first pub- 
licly demonstrated here in May. 


WSPD-TV Joins NBC 


1 4 « e /4 3 

I'd rather be home reading The Bulleti Nae iy Sel 
NBC’s rapidly expanding mid- 
| west television network. Owned 
and operated by the Fort Industry 


This is a familiar phrase in Philadelphia . . . for, in this City of Company, the station began com- 
: , . oe . mercial operation on July 21. 
Homes, more than four out of five Philadelphia families enjoy NBC’s network programs can be 


handled only on a non-intercon- 
nected basis at present. Stations 
in Columbus, Dayton, Detroit, 
Milwaukee and St. Louis are al- 


The Bulletin as “home reading.” 


A newspaper read in the home — in the evening — is read 


thoroughly — a fact well khown by alert advertisers. ready on the air and NBC’s owned 

and operated stations in Chicago 

That's why — to cover America’s third largest market — you and Cleveland are expected to 

‘ A , be telecasting by early fall. By 

: should remember: The Bulletin goes home — stays home — and is October these cities will be in- 

Pe read by the entire family! terconnected through to Buffalo. 
‘ . P . Admiral Shifts Dye 

In Philadelphia — nearly everybody reads The Bulletin Paul A. Dye has been appointed 


assistant sales manager in charge 
of regional distributors of Ad- 
miral Corporation, Chicago. For 
the past two years he has been 
midwest regional manager with 
| headquarters in Milwaukee. 


Evening and Sunday 


we ee = aes eae Ree hn ey ee ea ie ( ce a ee eto ae ie NR. ne ek ce ee ee 
OP” ae ae eau’ ct. ae a See “4 ae ail c ae 6 25e ake Bike 5 aie tae lh ate a a ig Pena g i Se Se te eee “e 
fore RS ee enna re a eee oo i ee Ce LS ae age Pg. re Sy PRON Ps ere ae xe 
: ; ee Perea Gh hy ieee: ; fig os, ge Ss a ea i ak A ua i é : = i aad BS ge are ee i Se OR Rete ee ng ORs Sere mine | ted i ak Ne a ae a 
Dar mg J ee Ee av en las ee 2 se, tae oe Sa Aas a: Sean i aS Fe dent Nae gaa es . 3 Re eee ome 4 we Pree Oe pa pe es ee BX 
ea > ee ms = [a . _— ° - = = - - ~ 
: v4 ° ee 
. 
a 
“9 
ag 
ee 
*, 
: 
= e 
be ; 
ig ) ; 
is 
: ” ithe . a ’ 
4 5 i v . 
A. Sy ce & oe 
i rs , 
* 
4 t . * 
: ; u a « 
| ‘ TG +, SG 
| WJ /% 
; y: ‘ : 
: ; : es 
. ‘ . a b # 4 
C Grok S| 
! s Bese ct -_— < | Pe 
ch iy , | 
j a : oa 
‘ EY. w) ae b Se y 
a: j a 
of “ at . i - : 
; s ask Z ae Va 
. é He { 
— * - 
‘ 
} my a ' / > 7 
<j s 
Ka ‘he . } ‘ Pree, J 
®. ° ho a Fe. a . ; 4 |» 
; — oe é be 4 Lee | 
, (a sf . ° 
; 4 as Fe ; ie * af i 
ape . Oe ew, a. ; . e™ 
. pet ay, ee 4a" =e : f . 
x a*, : | 4 ; “ wall 
ek Re oy 4 § * é ote - \\ 
Ae . | be | 
” ae ’ * s * . s ‘% d 
F ig ‘i oe . ‘i i si i, P >. es ’ 
. ; , > ™ ae. 
i oo ‘Gea tk < ote . os » \ 
é wee. , . . . . j 
ce oe ~ 1a <3 et a | 
lh} a : * = ed : . 
Le 3 “s a ‘ : x Fe. : pan Gy | 
: a ; pate nA 5 “ 
ass . 4 a Rie” ae bs > 
gre . : re 0 Se % oa 
nee <M oe 3 ‘ ] Ea 
cee A 3 a , = & i 4 i aie » 
» _ 3 4 . \ ‘ hone ‘ 
x 4 é 7 ae ns g > E i 
. A A — . a a 
: & s a \~ .. aes apf Fae : S nad a d . 
, , . ‘ af : A 
" ’ ; > 4 i ay 
7. . Po , Se ere oe 2. Se ee tes ec 
~) $ ’ Leg Pet ay ue ee 
sa 5 i ; Sages TOR ae 0 a a 
al a Pie. (ee eC aie cae ned a Ae ie oe 
* + f i = . ete Che Sie eh # 0 ‘ 
2s se ; ‘Rtgs! aati Aa “ig 
a « $ . ee eee ee Oe: Cs nes 
" ’ - sie oe See a is a $ % 
es y - 4 - aes a ee oe oe : SS 
; ' ; 2 ee x es Hae /-_ a 
¥ vee ha P v oe 4 \ Sea eae i Me 
, ae « Pag ‘ one \ ae NA Pp iy 5 ‘ gn ae Ps 
; : a” a eR ae ae % eee 
we ‘ y , « es 2s, ‘ Pe 
¢ ee pt hea ae A ee te 
: Ca SRS 3 Dae sre . : H wee, Ri = 
te ' rs age Ne PS Fs. ae Re 
ae 7 a oe 3. oe +i ed Rad a8 735. Soe 
er . ~ " Pe mee “ y ; th ai Be MeN aph gto ‘ 
= é ” be . ‘ amg ee Ae “4 Pe ae, . 
re . ‘ e nig - Bee ty ges no se ae? ie 
Fy 7 ’ x dem * Saas 
aia ne  * : % a Bagi te 
-. A we a x. P , me 
a oN bs N ‘ 
es . ~ 2 
Wee s re) Ms P ~ 
x “ - Aa = 
| ie eee 
mks © K* : 
Px 
te: 
ae 
ae 
“) 
= 
ze ee 
om i 
/ 
= " 
a ints SY Sts a ie ei aa, Re ne Ei  e aae al ge eae ee Sd eee eae 28 Ee OE Tat OM Ga has Og pe Oe tet as eg en ou ee ee ee Ge Ce NRE Sch BER) a aaa” 2s yn Fn, a. 


nt Tele- 
sapon i) 
teletran - 
york offi- 
ntend ty 


ishes to 
k) show 
dditiona! 
be pro- 
1 of that 
the time 
it. 
las long 
for dua! 
oO attract 
Sible as 
_ To join 
station 
specified 
DuMont 


tuMont’s 
x—three 
hich are 
DuMont, 
vhich it 
At press 
ontracts 
number 
working 


le 

fo air a 
markets 
is pos- 
e print 
ain ad- 
lowing 
$60; 45 
$30; 15 
5 min- 


1is—Du- 
its sus- 
onsored 
‘arrants 
so will 
n have 
its, for 
ase in- 
rill be 
market 


and file 
scribed 
e or a 
circuit 
ference 
be had 
lio fa- 
ie first 
yr each 
‘tion. 

iscribe 
d cir- 
minute 


ied di- 
y tube 
yy Dr 
- pub- 
May. 


joined 
mid- 
Iwned 
dustry 
com- 
y 21. 
an be 
ercon- 
ations 
etroit, 
re al- 
»wned 
nicago 
ed to 
1. By 
e in- 
iffalo. 


ointed 
-harge 
Ad- 
For 
been 
with 


leads its field 


in advertising! 


DURING THE FIRST SIX MONTHS of 1948 MoToR leads in total 


advertising pages and in advertising page gains. 


ADV. PAGES ADV. PAGES 
6 MONTHS 6 MONTHS 
1947 1948 


MOTOR.................... 929.....1037.....108 page gain 
MOTOR AGE“.............. 843..... 826..... 17 page loss 
MOTOR SERVICE*......... 1065..... 974..... 91 page loss 


AUTOMOTIVE DIGEST** .. 642..... 671..... 29 page gain 


*Figures from Advertising Age 7/12/48 
** Figures from MoToR’s count. 


MoToR’s Advertising leadership stems from MoToR’s editorial 
leadership and vitality f 


tif you haven't seen the A. S. Bennett readership study, ask for it. 


MoIoR 


5 | 


(FOUNDED 1903) 


The Automotive Business Magazine 


572 Madison Avenue, New York 22, N. Y. 


WESTERN OFFICE 
326 West Madison St., Chicago 6, lil., FRanklin 0640 


DETROIT OFFICE 
1713 Fisher Bidg., Detroit 2, Mich., TRinity 1-2230 


PACIFIC COAST REP. 
816 West 5th St., Los Angeles 13, Cal., Mutual 8335 


ADVERTISING OR EDITORIAL...MoToR LEADS ITS FIELD 
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Seidel Appoints Two 


James S. Patty, formerly gen- 
eral and advertising manager of 
Mayfair, has been named account 
executive of Seidel Advertising 
Agency, New York. Donald G. 
Button, formerly. sales promotion 
and advertising manager of Swern 
& Co., has been appointed mer- 
chandising counselor of the 
agency. 


KMOX Boosts Holcomb 


Robert S. Holcomb, who joined 
Station KMOX, St. Louis, as ac- 
count executive in 1942, has been 
appointed director of press infor- 
mation. Before joining the sta- 
tion he was with the St. Louis 
Star-Times for eight years. 


ry “ for 

AND PRICE TAGS 
Ae 
PACKAGE SEALING 


ADVERTISING 
_— 


Priated To Your Onder 
St. Louis 22 


MARK’ANDY, Inc. 


West's Population Gains 
30% Since 1940: Census 


State and Regional 
Estimates for 1947 | 
Released by Bureau | 


WasuHincton—On July 1, 1947, | 
total population of the continental | 
United States was 143,414,000, ex- | 
cluding armed forces overseas, ac- | 


cording to estimates of the Cen- . 


sus Bureau to be released Monday | 
(Aug. 9). This is an increase of | 
11,744,000, or 8.9%, over the 131,- 
669,275 counted in the last census, 
taken as of April 1, 1940. 

Gains in the population were 
not uniform as to geographic re- 
gion, the Census estimate shows 
in detailed tables covering the 
various states and regions. 

Regionally, population changes 


4 


since 1940 are estimated as fol- 
lows: 

Northeastern States—1940: 35,- 
976,777; 1947: 38,442,000. In- 
crease: 2,465,000, or 6.9%. 

New England region—1940: 
8,437,290; 1947: 9,138,000. In- 
crease: 701,000, or 8.3%. 

Middle Atlantic region— 
1940: 27,539,487; 1947: 29,304,- 


000. Increase: 1,764,000, or 
6.4%. 
North Central States — 1940: 
40,143,332; 1947: 42,932,000. In- 
crease: 2,789,000, or 6.9%. 
East North Central: 1940: 


26,626,342; 1947: 29,223,000. In- 

crease: 2,597,000, or 9.8%. 
West North Central: 1940: 

13,516,990; 1947: 13,709,000. In- 

crease: 192,000, or 1.4%. 

The South — 1940: 41,665,901; 


i 


1947: 43,932,000. 
000, or 5.4%. 

South Atlantic Division— 
1940: 17,823,342; 1947: 19,286,- 
000. Increase: 1,463,000, or 
8.2%. 

East South Central—1940: 
10,778,225; 1947: 10,801,000. In- 
crease: 23,000, or 0.2%. 

West South Central—1940: 
13,064,525; 1947: 13,844,000. 
Increase: 780,000, or 6%. 

The West — 1940: 13,883,265; 
1947: 18,107,000. Increase: 4,224,- 
000, or 30.4%. 

Mountain Division—1940: 4,- 
150,003; 1947: 4,393,000. In- 
crease: 243,000, or 5.9%. 

Pacific Coast — 1940: 9,733,- 
262; 1947: 13,714,000. Increase: 
3,981,000, or 40.9%. 

During the 12 months between 
July 1, 1946 and July 1, 1947, Cen- 
sus estimates that all but two 
states showed gains, the gains be- 
ing attributable almost entirely to 
the very high birth rate. The only 
states charged with losses since 
the July, 1946 estimates are Ne- 

, me 


Increase: 2,266,- 


CHANNEL 7 
KEY STATION IN NEW YORK 


AB C TELEVISION NETWORK 


down 


by making ve 


ADVERTISERS 


This is the time for all sponsors 
interested in television to nail 
valuable time periods for 
present and future use. 
Television franchises are very 
restricted and will continue so 


for a long time to come. 


ABC has the video facilities, 
experience, and know-how you 
are looking for. A remarkable 
opportunity ts yours on 


ABC-TV if vou act now. 


Make this a red-letter day for 


your sales-by-television. Begin 


ur plans today. 


Ask fi r the « ym ple te Story of 
ABC television. 


il 


Tuesday, August 10—a red-letter day in ABC 
television. Why? Because it marks the beginning 
of transmission from WJZ-TV, ABC’s key sta- 


tion in New York. . 


. on Channel 7, right 


smack in the middle of the dial. 

WJZ-TV is ABC’s first owned-and-operated 
station to go on the air. But before the year is 
out, four more ABC stations will be telecasting 

. all on Channel 7. WENR-TV, Chicago, will 
cover the nation’s number two market, begin- 
ning next month. In Detroit, WXYZ-TV goes 
on the air in October. KECA-TV will telecast 
to Los Angeles in November and KGO-TV in 
San Francisco starts transmitting in December. 


In addition to the above owned-and-operated 


stations, ABC has already announced affiliations 


with... 


WFIL-TV, Philadelphia 
WNAC-TV, Boston 
WMAL-TV, Washington 
WAAM, Baltimore 
WTCN-TV, Minneapolis 


KFMB-TV, San Diego 
WDSU-TV, New Orleans 
WSPD-TV, Toledo 
WAGE-TV, Syracuse 
WBAP-TV, Fort Worth 


WSEE, St. Petersburg—Tampa 


By the end of 1948, ABC will have a network 
of from thirty to forty television stations! 


ABC-TV 


For what's 
worth watching 


American Broadcasting Company 


Advertising Age, August 9, 1948 


braska, which lost military resi- 
dents, and Oklahoma, which js 
estimated to have declined only 
9,000, or 0.4%. 


Nine States Lose Ground 


The Census tables show each of 
39 states and the District of Co- 
lumbia with more population on 
July 1, 1947 than on April 1, 1940. 
The largest gain registered by any 
state is shown by California, up 
nearly 3,000,000, or 42.1%, to a 
1947 estimated population of 9.- 
| 812,000. 
| Other states with large increases 
|during the period include Mich- 
j}igan, with a gain of about 813,- 
|000; Ohio, up 767,000; Texas, up 
| 689,000; and New York, up 686,- 
000. 

Of the nine states which lost 
population since the 1940 census 
five are in the South: Arkansas, 
Kentucky, Mississippi, Oklahoma 
and West Virginia. Three are in 
the North Central States: Ne- 
braska, North Dakota and South 
Dakota. One is in the West: 
Montana. Only three (Montana, 
North Dakota and South Dakota) 
suffered relatively heavy losses. 
In the other six states losses 
amounted to less than 5% of the 
1940 population. 


Gains Show in Clusters 


The states with the greatest 
relative gains between 1940 and 
1947 were in several clusters. A 
block of western states, including 
California, Oregon, Washington, 
Arizona and Nevada made the 
most spectacular percentage gains, 
ranging from California’s 42.1% 
increase to Nevada’s 26.4% gain. 

The District of Columbia and 
Florida were the only other areas 
that had population increases ex- 
ceeding 20%. Several states had 
increases of between 10 and 20%: 
Texas on the Gulf of Mexico; Vir- 
ginia, Maryland, New Jersey and 
;Connecticut on the Atlantic sea- 
|board; Ohio, Michigan and In- 
diana in the Great Lakes region: 
and Utah. 

Though only nine states showed 
population losses for the 1940- 
1947 period, the Census Bureau 
charges 28 states with net loss of 
population through migration. Of 
these 25 were states with more 
than half their population in rural 
areas during 1940. During the 
prewar period only the West 
showed a net gain in migration— 
a trend that had developed in 
1935-1940. During the war period 
in-migration increased about 25% 
in the West, while the northeast- 
ern states showed net in-migra- 
tion gains of about 106,000 per- 
sons, and net out-migration in the 
South approached half a million 
a year. 


In-migration Changing 


The Northeastern states (par- 
|ticularly New York, New Jersey 
|and Pennsylvania) are recording 
the most important net in-migra- 
| tion in the postwar period, the 
| Census estimate shows. The West 
continues to gain and the South 
ito lose, both at rates below the 
| wartime level. The North Centra! 
| states are enjoying postwar in- 
migration equal to the West, wit! 
the gains concentrated in the state: 
of Ohio, Indiana, Michigan, Ili- 
/nois and Wisconsin. 
| Details of the population study, 
‘including figures for individual 
| states, are available from the Bu- 
|reau of the Census, Washington, 
|D. C., in Publication Series P-11, 
| No. 11. 


JWT Adds Two 

Donald Reed, former partner of 
Gearon & Reed, Inc., has joined 
the New York office of J. Walter 
Thompson Company as an ac- 
count representative. Edward N. 
Robinson Jr., former copywriter 
‘at the agency, has_ rejoined 
Thompson 
after a 
_ writing. 


in the same capacity 
of 


period free-lance 
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The Hearst Newspapers fought for Deposit Insurance 


‘lo Save 
the Small Saver 


FROM AN EDITORIAL BY 


William Randolph Hearst 


PUBLISHED IN THE HEARST NEWSPAPERS 
JANUARY 8, 1933 


“There is a widespread demand to have 
bank deposits guaranteed by the Govern- 
ment. 


“The Government of the United States 
has the greatest credit of any government 
on the face of the earth. 


‘The people are anxious to be protected 
by the credit of the Government, which is 
their government—by credit which is really 
their combined credit. 


“Consequently the argument is continu- 
ally advanced that the Government guar- 


antee bank deposits. 


“Government which regulates the acti- 
vities of banks and inspects and super- 
vises these activities should doubtless mor- 
ally accept responsibility for the com- 
pleteness and conscientiousness of such 
regulation and inspection, by guarantee- 
ing the safety of the funds of those deposi- 
tors who repose confidence in the effective- 


ness of the Government’s supervision.” 
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Notice the date of the editorial above—January 8, 1933. That was two 
months before the New Deal took over in Washington and ‘‘modestly” 
assumed credit for all progressive legislation then pending or projected. 

Since that date—and through the sponsorship of an anti-New Deal 
Senator—Federal Bank Deposit Insurance has become the law of the land. 

The Hearst Newspapers believe that Deposit Insurance has strength- 
ened immeasurably our banking system. They wil! continue to support all 
wise legislation that encourages thrift and stability, and helps to pro- 


mote faith in our democratic institutions. 
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A salesman can seldom get to a Top Management man without 
threading his way through a maze of assistants and junior execu- 
tives. It’s nice to talk to these people. But it’s costly in time and 
money — and it doesn’t produce immediate business, where the 


final decision must come from top management. 


The same thing is true in selecting a magazine for your adver- 
tising message. You can buy 200,000 circulation, or 500,000, or 
more than a million, in magazines read by many management 
men. These magazines are read by a lot of the decision makers 
you want to reach. But you'll reach a lot of “waste” readers too 


—and pay a fancy price to reach them! 


And they ARE waste readers from your point of view—for in the 
United States there are fewer than 40,000 men who rate the title 
“Top Management”.* These are the men who make final buying 
decisions for their companies. And these are the men you can 


reach through FORBES—directly, and inexpensively! 
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It’s no coincidence that FORBES has a circulation of 100,000. 
For FORBES speaks for the Big Man—understands his psychol- 
ogy—talks his language—HAS HIS CONFIDENCE. As the 
oldest magazine devoted to business, it has the most concentrated 


executive circulation you can buy in the general business field. 


AND THE LEAST EXPENSIVE! 
You can tell your selling story in FORBES every month—with 
full pages—not for $70,000 a year... not for $50,000 ... not for 
$30,000 but for only $10,260 for a whole year! What’s more, you 
are SURE of reaching the vital policy-level man—the man who 


makes the buying decisions. 


Here’s POWER TO MOVE THE MIGHTY... 
AT MIGHTY LOW COST! 


* Based on figures issued by the U. S. Department of Commerce, there were in 1946 
fewer than 40,000 board chairmen, presidents, executive vice presidents, treasurers, 
secretaries and directors of purchases in firms employing 500 persons or more. 


Even in these boom times, there are not more than 100,000 top executives in industry 
who are important to you. é 
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Cost of Monthly Advertising Schedule 


In The Executive Magazine Group 
(BLACK & WHITE PAGES) 


GUARANTEED ANNUAL 
CIRCULATION cost 
FORBES 100,000 $10,260 
; Says RoyW.M , 
™ Business Week 175,000 $19,435* ipheeieliaticine 
President of Canada Dry Ginger Ale: 
U.S. News & World Report 350,000 $29,640* “FORBES is an ideal magazine for a busy 
man. It provides, in a few words, the story of 
). Fortune 235,000 $31,500 what is going on in the business world. 
\. It gives the essence of important 
iteimnenaie 700,000 $33,280* developments in the field of industry and 
, finance. I do not like to miss a 
- 1,300,000 $71,370* single issue of FORBES.” 
° me ’ 7 
*13 insertions 
" 
‘ 
1 


Magazine of Business 
POWER TO MOVE THE MIGHTY... AT MIGHTY LOW COST 


‘Write FORBES, 120 Fifth Avenue, New York 11, N. Y., for dramatic proof in brochure “Power To Move The Mighty.” ) 
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The Delivered Price Problem 


It is inconceivable that the Fed-; No one should ever be required 
eral Trade Commission or any | to operate any phase of his busi- 
other group should have desired| ness under a cloud, nor to guess 
to eliminate delivered prices en-| whether the course he is pursuing 
tirely, when the basing point cases | is right and proper. The rules of 
recently reviewed by the Supreme’ the game must be as clear and as 
Court were brought. It is equally accurately defined as is humanly 
inconceivable that the Supreme possible, and they must be avail- 
Court decision in the cement case| able for all to see. 
should have been designed to cast; In the present situation, that 
a shadow of doubt over the legal- means that the delivered price 


ity of delivered prices in all areas. | problem should be cleared up,| 
A careful reading of the Su- | without delay. Where delivered | 
preme Court decision in the ce- | prices, freight absorption and bas- | 


| 
ment case, and of court actions in| ing points are clearly used as an| 
other cases, seems to lead to the 


instrument of price fixing and of | 
conclusion that delivered prices, monopoly, they should continue to| 
per se, are not under attack; that 


be illegal; but all doubt of the | 
only when the facts seem to indi-'| 
cate clearly that a delivered price 


‘ . ‘ : 

legality of delivered prices in the| 
or basing point system actually 
operates in restraint of trade 


ordinary course of commerce and | 
industry should be cleared up | 
promptly and completely by ac- | 

{usually resulting in identical de-| tion of Congress, which alone has | 

livered prices for identical goods 

by all competitive groups in an 

industry) are they illegal or even 


the ability now to make its posi-| 
questionable. 
Nevertheless, a number of law- 


tion and its viewpoint so clear | 
that courts will have no difficulty | 
yers have expressed the opinion 
that the recent court actions en- 


with interpretations. 
Outlawing of all delivered prices 
danger ali delivered prices, in- 
cluding the prices of five - cent 


will create chaos throughout the | 
business world. Everybody knows | 
candy bars. We do not agree with 
this viewpoint, but the very fact 


that, and nobody, as far as we) 
can determine, wants all delivered | 

prices eliminated. | 

To prevent confusion and un-| 

that such a viewpoint is held by) certainty, Congress should make 
responsible legal minds creates a this thinking into clear-cut law 
serious situation. without delay. 


| 
4 


The School of Advertising 


Along with many satisfying ad-!can secure the part-time services 
vances in the status of advertising| of practical, practicing admen, 
education, there are increasing! either as instructors or as “guest 
signs of the development of pri- lecturers.” And it is precisely be- 
vate schools of advertising which | cause a substantial number of ad- 
in many cases seem more con- men are eager to do whatever 


|facturers’ plight: 
are told you can clean up our| 


"You're a genius, J. B.! That ‘Don't be chained to your desk’ campaign Gladys is 
writing has more realism in it than anything she's written for three years.” 


Blimey 

Was it Winston Churchill who 
quipped that the Americans and 
British are separated by a com- 
mon language? 

In News Review, a sort of Brit- 
ish Time without acrobatics, we 
found some examples to prove the 
point. 

Reviewing “Sitting Pretty,” the 
reviewer found “An American 
couple looks out for a_baby- 


|minder, finds Clifton Webb, and 


the result is a comic riot.” 

On a busman’s holiday, we read 
the magazine’s account of the 
opening of Benson & Mather, a 


British agency merger to operate | 


in America. It appears that a 
David Ogilvy is the _ kingpin, 
“Aged 36, and known as the 
‘Blond Bombshell’ because of his 


fair hair and terrific zest for | 
work. David Ogilvy has climbed | 
close to the top of the advertising | 


tree in 13 years. He knocked about 
Paris and was a salesman for Aga 
heaters before going into advertis- 


|ing via Mather and Crowther, of 
is Managing | 


which his brother 
Director.” 

We haven’t seen Mr. Ogilvy yet, 
but by George we intend to. 


Mostly bald bombshells in the ad- | punctuating favorable words into | 
|seemingly thundering commenda- | 


vertising business on this side. 
Most of the copy is stiffly Brit- 
ish, along with an unreasonable 
fondness for the pun. Brylshave 
headlines “Felt to be better .. .” 


'an ad for White Horse has all this 


copy “I think I’d like a White 
Horse better than anything,” and 


a coat called Wetherdair is adver- | 
'tised as “the impeccable Weather 


Coat” (slogan: Wet Wether- 
Wetherdair). 

Some of it mirrors the manu- 
“Dear Sirs, we 


duplicating methods. But it 


| with sweet words from critics is 
happy. 
| Recently, however, Crowther 
/noted that some admen weren’t 
/exactly playing the game. 

“In the interest of truth and 
| fairness,” wrote Crowther, “we are 
compelled to admit that we know 
/of no absolute instance of a badly 
| invented ‘quote’ and of few inde- 
‘fensible cases of praise being 
/plucked from poor reviews. Yet, 
|in a recent advertisement of ‘Por- 
|trait of Innocence’... we were 
| reported to have called it a ‘spark- 
ling and penetrating’ job . . . actu- 
ally, our observation was simply 
that this film ‘while sparkling and 
| penetrating in flashes, is rather la- 
boriously contrived.’ But that was 
a poignant example of an adwriter 
straining desperately to make a 
lot out of little. We sympathize 
with the poor guy.” 

What does gripe Crowther is the 
habit of snatching words and hon- 
ing them with exclamation points. 
“It is one thing to say that a pic- 
ture is ‘sparkling and penetrating,’ 
just like that. But to say it is 
| ‘Sparkling! Penetrating!’ — that, 
|for our taste, is too much.” 
“Unfortunately, this practice of 


|tion is being too recklessly pur- 
‘sued for the safety of trusting 
readers or the comfort of those 
| whose words are used. In the first 
| place, it isn’t honest (if that means 
‘anything), and in the second 
place, it doesn’t tend to flatter the 
reviewer’s literary style.” 

Ads for “Fort Apache” had 
made Crowther say “Dynamic! 
Superb!” The Times reviewer 
says he didn’t say any such thing, 
and that he wouldn’t have said it 
that way if he had. What he did 
say was “The final dynamic epi- 


| The following documents nay 
be secured without charge from 
companies sponsoring them o0, 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on iis 
business letterhead. Address Ap- 
| VERTISING AGE, 100 E. Ohio St. 
|Chicago 11. 


|No. 3129. A Progress Report to 
the American Automotive In- 
dustry. 


The American Automobile 
(Overseas Edition) and El Auto- 
movil Americano, McGraw-Hil! 
publications, have issued this re- 
port cn the automotive export 
market—trend and _ outlook. It 
contains suggestions for better ad- 
vertising copy directed to the 
automotive trade abroad; dis- 
cusses new editorial plans, and 
|explains the paid overseas circu- 
lation of these publications. 


No. 3130. Rapid City Is Second 
City in South Dakota. 


This folder, issued by the Daily 
Journal, Rapid City, S. D., con- 
tains a 20-year study, 1927-1947, 
of population, retail sales and 
other market indexes, with nu- 
merous items about housing, in- 
dustry, tourist travel, and the re- 
activation of the Rapid City air 
field as a heavy bomber combat 
training base. 


No. 3131. Your Sales Story Starts 
a Chain Reaction. 


That Kiwanians buy services 
and products completely disasso- 
|ciated from their business pur- 
| suits is brought out in this folder, 
‘issued by the Kiwanis Magazine, 
which cites the Kiwanis member- 
|ship’s civic work such as camps, 
hospitals, youth activities and 
other projects sponsored by the 
‘clubs. Another folder, “Pick Two 
Leaders,” issued by the magazine, 
‘reports on the influence exerted 
'by Kiwanis Club members in their 
communities, their purchasing 
| power, and readership of the pub- 
| lication. 

No. 3120. Keeping Pace with 
| America. 

Institutions has published this 
|booklet as an aid to institutions 
in planning and carrying through 
'their building and remodeling 
|programs. Profusely illustrated, 
the articles cover plans, designs, 
materials, equipment and methods 
‘for hotels, hospitals, schools, res- 
.aurants and clubs, with a list of 
associations and other sources of 
information on building. 


|No. 3109. How to Get Your Share 


of the American Market. 


This 20-page New York Times 
|study is written from the view- 


cerned with financial success than 
with academic standing. 

Heretofore, the advertising field 
has been rather remarkably free 
of the racketeering type of trade 
school, and the several private 
schools which have taught adver- 
tising, marketing and related sub- 
jects have had high scholastic and 
ethical standing. We have no 
quarrel with any of these; they 
have done a good job for the ad- 
vertising business, and no doubt 
will continue to do so. 

But the growth of the “school 
business,” largely induced by the 
educational aspects of the G. I. 
“bill of rights,” poses a danger of 
which the advertising field, and 
individual advertising practition- 
ers, should be well aware. 

Usually, the advertising school 
cannot successfully exist unless it 


oughly investigated. 


they can to assist youngsters that 
advertising practitioners should be 
careful about the teaching and 
lecturing commitments they ac- 
cept. 

There is perhaps no more satis- 
fying experience than the instruc- 
tion of young people, and the 
attempt to pass on _ practical 
knowledge to eager tyros. Ad-| 
men should continue to be gener-| Quote Unquote 
ous of their time and their talents 
in this direction, but they should 
also be cautious. They should 
make certain that the invitations 
to teach or lecture which they ac- 
cept are from reputable, legiti- 
mate schools. They should never 
allow their names and their con- 
nections to be used in enticing stu- 
dents to attend a school which 
they have not themselves thor- 


must be export first. Roneo Ltd.” 

Finally, we ought to mention 
the note about conditions of sale. 
“This periodical shall not, without 
the written consent of the pub- 
lishers, be lent, resold or hired out 
except at the full retail price of 
6d., or otherwise disposed of in any 
unauthorized cover, by way of 
WaGh.«. 


Bosley Crowther is the New 
York Times movie critic, a posi- 
tion regarded by sundry movie 
makers as the equivalent of chief 
of a tong composed exclusively of 
hatchet men. 

But critics are valuable to movie 
admen. Let Crowther write “de- 
lightful,” or any other critic in 
town say something pleasant, and 
ads break out in a rash. This is 
fair enough, and the movie ad- 
man who can festoon his layout 


. : point of business men abroad, pre- 
sode in which a handful of troops senting the problems (and their 
- massacred by the pounding, | possible solutions) of selling to the 
ululating Apaches is the superb| U. S. market. The study says that 
peak of aennngs, 4 ‘the financial, business and indus- 
He sums up, “And so we confess | trial center of the country takes in 
a painful caution in our choice of| 15 states inside a 500-mile radiu 


all laudatory words, even ee at New York City, and provides 
rarely privileged to employ them.|, getailed analysis of the Times’ 
Just thought you’d like to know. 


circulation to show how it reache 

Tanner Wanted American business leaders. 

John J. Findlay, a vice-presi- | 
dent of Aubrey, Moore & Wallace, No. 3118. 1948 Consumer Analysi: 
Chicago agency, noted a want ad} of the Philadelphia Market. 
in Leather & Shoes which he re-| The Philadelphia Bulletin ha: 
lays. He says it’s of at least aca-| published the third annual surve) 
demic interest to admen: of Philadelphians’ preference fo: 

“Salary $15,000-$25,000 depend-| branded products, product stand- 
ing on whether you are the man | ings and buying habits. It follows 
we want. Must have at least 15 the standard pattern for these 
years diversified experience. Must | consumer studies, which are now 
be gentleman but of the old school, | available in 12 markets, includ- 
ready and able to go off on a binge ing one published by the Omaha 
with owner—able to consume at| World-Herald, making possible 
least fifth of bourbon every eight| accurate comparisons between 
hours.” | markets. 
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A Multiple Market of Over 
4,000,000 People 


PHILADELPHIA is moving outward from 
a huge trading zone. . . provides you 

with suburbs and small towns that make 
this your greatest sales opportunity. 

This complete MULTIPLE MARKET is 
covered intensely by THE INQUIRER. 


In Philadelphia . . . 
Retailers Prefer The Inquirer ! 


INQUIRER 2nd PAPER 


Ab7 ,885 
LINES 


DAILY AND SUNDAY DAILY AND SUNDAY 


' 


FIRST 6 MONTHS 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Mnguirer 


Exclusive Advertising Representatives 


T. W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 Andover 6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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Louisville Adclub 
Sets up Funds 
for Ad Library 


LouIsvILLE—The Louisville Ad- 
vertising Club has completed 
plans and appropriated funds for 
establishment of the “largest li- 
brary of advertising literature in 
the South.” 

The library will contain books 
on business management, sales 
training, advertising media, pho- 
tography, market research, adver- 
tising art, copy and layout. It is 
to be located at the Kentucky Ho- 
tel, meeting place of the club, and 
will be available to members 
only. 

Since last February, the club 
has been building another library 
on advertising in cooperation with 
the Louisville Free Public Library 
and the University of Louisville 
Library. 

The collection of books, bro- 
chures, and pamphlets on all 
phases of advertising and mar- 
keting is available to both adver- 
tising people and the general pub- | 
lic. 

In addition, the adclub has co- | 
operated with the adult educa- 
tion division of the University of | 
Louisville in outlining and pre-| 
senting advertising and market-| 
ing courses, in which club mem-| 
bers act as instructors. 


Wolaver Joins Will 


David G. Wolaver has resigned 
from Meldrum & Fewsmith to 
join Will, Inc., Cleveland, as ac- 
count executive. 


When 


VW; ey Pos | 
(- confident, | 
4 | : : “ ‘be 


pal: “My Dad can | 
lick your Dad!” | 
Mister! that's | 
Your Worry! | 


But your office OVERLOADS 


| in TYPING | | 
in TABULATING fm 
in TRANSCRIBING | 


... those, sir, are Our Worries! 


What if they'd ask for all of the an- 
swers and totals, opinions, beliefs and 
trends buried deep in that QUESTION- 
NAIRE? 


What if they had to know by next 


“Monday” what buyers and prospects 
think, believe, use, forget, remember, 
do, like and prefer, and why? 


What if they'd ask for a sales analysis 


... What salesmen sell, where, when, for 
how much, to what kind of outlets, 
at what cost? 


What if they'd ask for TYPING, 


transcribing, twice, five, fen times your 
ability to produce? 


We'd keep your data, plans, manu- 


script secret, inviolate, nothing divulged 
....and the facts and typing delivered 
to you fast . . . when you 


“Ayonunman 


The nation's foremost office overload service 


WORKMAN SERVICE, INC. 


109 N. Wabash Ave., Chicago 2, Ill. 


Other office locations: 
New York City ¢ Los Angeles 
Minneapolis ¢ Seattle 


Ostler Joins LeVally 


Fred J. Ostler, formerly with 
Pilot Surveys, Inc., and previously 
with the research department of 
Coronet, has joined the research 
department of LeVally, Inc., Chi- 
cago agency. 


Fife Joins Rambeau 

Joseph R. Fife, former sales 
manager of Station WVJS, Owens- 
boro, Ky., has been appointed to 
the sales staff of William G. Ram- 
beau Company, Chicago. 


Wardley, Jones Shifted 


Charles A. Wardley, Pittsburgh 
manager of The Oil & Gas Jour- 
nal, has been made eastern sales 
manager, with headquarters in 
New York. He is succeeded in 
Pittsburgh by Alfred M. Jones, 
formerly advertising representa- 
tive in the New York territory. 


Sugar Drive Set 


The American Sugar Refining 
Company, New York, soon will 
|begin an ad campaign using an 


animated figure. Sunday, daily 
and farm papers are scheduled 
throughout the company’s distri- 
bution areas. The agency is Ted 
Bates, Inc., New York. 


Durant Names Keck 


Durant Mfg. Company, Mil- 
waukee, has appointed Keck- 
Franke Advertising Agency, 
Oconomowoc, Wis., to handle its 
advertising. Trade publications 
and Business Week will be used 
to promote automatic counters for 
industry. 
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Bishop Names Ramsdell 


J. Bishop & Co. Platinum Wor! s. 
Malvern, Pa., has appointed Lee 
Ramsdell & Co. to handle adve--. 
tising for the company’s industri ,| 
tubes division. Ramsdell alrea: y 
handles the medical products a - 
vision. 


Fadell Names Pikala 


John Pikala, radio writer for 
the Fadell Company, Minneapo! s 
agency, has been appointed radio 
director. 


Where does your 


sD eh 


ORE RC k 


McGRAW-HILL 


Every McGraw-Hill Magazine is a Member of, or is Qualifying for Membership in, The Audit Bureau of Circulations 


+ 


“ee panei se iad Oukgtts Sanat saiuiak e.. cra Silla inal i= Sigil: cores Sia, ere ; See ee a ae a ted ty ae ee « ei iia uae alo ie eee oo Sale: 2 ar 
Beet pene Ss ee i: ea pee en ; tier ae . “ot eee SoA tie wists 7c i ae 8 tesa Freee is in emer Pe in aoa as Se kisi bs Hei As, Warner a , 5 ge Nae a * 2 
6 a ms a oe Ls Bea ke Cae En Te ra ee iecyeee eed ce ee 2 “Sheer ey ee “= ee a: ‘iam Se | ae “5 Ee MN Sete MeN fy 2 SRR C2, av f ile tee ce 
. s ga ed a eis aoe VL 7 ue Berita | RSE Mee ge oees Vena 5.3 ia Se ee we es z : exe Pree Uaieeeti ems (Ee eee 3 ic’ sa mara pe =tie Ber -> 7 
i eee oa. Ane age te j , i 3 So Oe ae on Skene, eS i eh Ee eee Prete Lake etal theres ee 7 - deed ae fas re are, ae 
el ae | ieee Cee oS eae S ae era er eee ama ; PS in See i i 5 a hi Sees Sat ee eS ee oe 
Ey eae — a : Cee F leone i ass, os a rie hoe ie A ee tf ea as . Se ee c : on 
: as! 7+ Tt a Cae hr ‘ i ake \ as ‘ i 
en 
: “| 14 eee FA iv 
4 
; ; Po a PO | CC { 
| Le 
‘ A FE 
| | | We 
‘ ; | 
So 
ee of 
NE 
: ‘ W 7e] 
P La Py © 
’ pictu 
a ‘ 
~ lo 3 
a featt 
> ol l 
: man 
; weel 
- _——_.._ nn nk CCC — a 
; 
is 4 ° . 
7 
» : 
| re 
a es err ee 
Em. ee a eee 2 
eee ae ee a ts . » 
Te eae PE 7 eee j 
at eee Sts ay ay ae 
" : a: Min = ee, “8 
RP eee 
i a lr Fre 
‘ feel ae bare 2% ig SS an en é 
* i ihe. ereeen oe ee - Seana ee 
ee aie Rete GRer ee sae is —— 
’ ; a pas ena, aa Men a5, dk Hie te 
, eee | ee Bites eee os Eb Se * eaereane:- 
poles: ete. ie 7) aes ae & os — 
ets ee | “= 
oes a“ aes a ee a aa 
i Pn. p ee Se a « 
Zi Sa | ee penal 2 is 7 <a — * . 
. 2 ojo ae air. 34 ae 2 aay ot lll . P; 
: ‘, . Flips 4 Ow 8 i.e 
= en CC . 
: I A ' 
‘i : Le a era — al : 
me ae 3 ee Yo ay - + 7 ‘4 
. aie ce _ 
: PO 4 Deas aloe e ey a i - ae! " ae 
ee ea e 
- gare. F - a 
| ¥ ~ J a 2 . 
| : Le : a4 al ; 
; ye : 
; s ; as 
; ae .. a 
| . ates ey oo en 
et EE re o 
: | A 
er ef so z a 
oo ok, : 
7 SESE EEE Sk ; 
: Gs eee i ee é . & 
; | ee : 
jt Ne ar eB eee ee ie 
; BE a ea - WES . . 
i Storey) oa See ae. : 
e yy 2 | | ae ; 
os Sea eae f t 
: e/a | a 
Ay, - * cee | 2 [a foe a ' 
ser = Lo a ; 
- a @ S nn .- : : 
= A L > .) aa ; y : ‘1 
aie ae “af ! , isn si is 
4 : - noe wee :. aalbitace «clid weit vii 3 ; 
oe ce | ae ail po eae a aay 7 < 
ne ‘ 1 oa es eo ‘ . a ae 
; oe eee te ee, ee eae 
Ss YA ; a] ae ‘oie of ee é ae . 
a 7 cae K Tt va ie i ‘ ™ » ee . aa ey ce 4 
ee ee Si me e ; 
. a> cP at ae ; Mg # ee 
ne : one — —* 
em ee 5c mgs. , ee oa ‘ 
ea P. 4 is eee ke “ _ 
es ca s . i 
R ‘ 2 ae 
| ee 22. . 
y 4 et Py 
: 4 oa Br: — 
ie Bag 
‘ ee et St eae pee ys - —— 
SOR Bei, y ae ae - io " 
. etek Soe a aeiite o " 
: Were ee bie a im " pe = 
és Re a a a 
es : a ‘ a 
- ~ os Re — : : * 
=i 6 —— 3 
. | ; ee ~ fe = 
eM | nage 288 Baa X / _ : 
"4 i Sees : =, a 
an ee : , a 
’ as alll . ¢ j c 
ne é il ne H 4 
a : si f a f 
f rs — 3 
= = pee iff 
~ . i ae a a = 
* £ 4 AS Se, 
«: , 
ee - Z ‘ ‘ #9 f 
7 i be © a> =¢ J ff a 
i a é Ps 4 f 
ne * . * a 
ie ; dep i i 
4 ore 4 Fd — 
é reg ’ ‘ eo ee. 
; : <i Hit “6 eae aaa. at — 
a4 | ee eae Pi a J oe 
a 2s ns : 43 
cera a RS: v2 2 . rs Bs et 
A Ss ea ee a Pye ae > 
= MS creo Se en 
“ ET Saeco. koa eae. eee 
:, ae eke go H ee ane <a - 
ke. jj Be etic oe o> 
= “i i Seen al ea % 
e _ ‘gee era et Ae Waa ca : 
&: Bo gr ss 
‘ eo : rik Pela tary Hed 3e 
he a Pate Pe sc Alay cals ee aa 
Be : a. ee oe" oe 
= a ed - | 
s Oe Sie Mig 
i : ; : 
bay 
xe 
= | 
: | Po 
= ; Ps 
aoe 
=) ; 
a | 
i , ‘ ‘ 
RONEN Seis ne os ca) gy MAY © icity Voip Be ak isle es Dn: ih We eR t 9) es pate Ne Pee ie ee OMe SO ca OR ge ogee ne ro ee er GL te a ee a re ae OT ENe Soe nat Oe oe . Po ne as rae Was eens oe Eh tae we 2 ps ing pe AEN mk oe ee een a a tei: AE ae CPne a) 
er oe cori ak x Ea ope 2 yee Nets erin ba BD pA tae Sot ck ae Tere Sai onal I he ns Sa ae pi SE ade ay ene | ee ms a RIA a eee ee cea le a Fe TST A et eee as aes 2 eRe pink hak es 


ist 9, 1948 


nsdel] 


im Wor! s, 
inted Lee 
lle adve-. 
industri ,) 
ll alrea: y 
ducts ¢ - 


la 


rriter for 
inneapo! s 
ted radio 


Advertising Age, August 9, 1948 


sue. Hammond, Ind., 


Hat on ‘American | 
’ f i ’ i ed 
Weekly Cover Fashions Today” and featuring |). Tl. 


. |original millinery created by de- 
Sold in Stores ‘signers Walter Florell, Mary 


New York—The American, Goodfellow and Don Marshall. Il- | Walker Joins Pearson 


Weekly has announced that a hat|lustrator Thomas Hagerty Webb| Russel Walker Jr., former ac- 

‘count executive of WHN, New 
York, has joined the New York 
sales staff of John E. Pearson 
station representative. 
|Before joining WHN, Mr. Walker | fices in Chicago at 330 S. Wells 
merchandise sales manager of In- | was on the sales staff of WQXR, | St. to facilitate West Coast print- 


pictured on the cover of the June 
13 issue was merchandised and 
featured in millinery departments 
of leading department stores in 
many parts of the country for a 
week after publication of the is- 


did the covers. 


Smith Names Schram 


Company, 
Waldo W. Schram, formerly 


diana Public Service Company, |New York. 


has been ap- 
The cover was one of a series | pointed assistant marketing direc- | 
“ *. | tor of the water heater division of | . 
Seutavday Si A. O. Smith Corporation, Kanka- | Weekly newspaper in southwest- 


| Weekly to Become Daily 


The Chehalis Advocate, 


ern Washington, will start daily 
publication Aug. 30, George B. 


announced. 


Pacific Opens Office 


Pacific Press, Los Angeles print- 
ing company, has opened new of- 


|ing service for midwest buyers. 


r| advertising get 


PUBLICATIONS 


FILED 


That depends on what the reader thinks of 
the editorial content of the magazine. If 
it’s good, it reaches the active file. And so 
does your advertising because consistently 


If a magazine doesn’t come up to the 
reader's specifications, he drops it, doesn’t 
renew his subscription. Because the 
reader can express his opinion with such 
finality, the editor has to keep on his toes. 
He has to deliver quality. 


fine editorial content and advertising per- 
formance are inseparable. 

That’s all very well, you say. But what is 
good editorial? Who judges it? You may 
attempt it, but in the end it is the readers’ 
verdict that counts. 


Know of a better setting for your sales 
story? 

We don’t, here at McGraw-Hill. That’s 
why all McGraw-Hill magazines are PAID. 


The method is simple, accurate and con- It’s our responsibility to see that our circu- 


clusive. It’s called PAID CIRCULATION. lation gives you advertising value. 


An important advantage of — publications is control of the readers they reach. 

Some idea of the complex job in keeping track of changes of addresses, changes of 

company connections, promotions, and changes of jobs can be gained from these 

figures as recorded by McGraw-Hill’s Circulation Department. 

EVERY 32 SECONDS—A new subscription is entered. 

EVERY 54 SECONDS—A renewal subscription is entered. 

EVERY 70 ie of of address is recorded (and sometimes a change 
of job) 

EVERY 28 MINUTES—A change of job is recorded. 

EVERY 28 MINUTES—The death of a subscriber is recorded. 


The market for business and industrial products is an ever shifting target. Paid circu- 
lations must keep pace with it. They are your assurance of an up-to-the-minute, 
interested audience. 


‘ 


z, 


°F 


ASK YOUR McGRAW-HILL 
MAN, or write for a 

copy of our interesting 
little leaflet titled, 

“Meet the Editor.’ 


las f - om ee 
HEADQUARTERS FOR INDUSTRIAL aw 
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330 West 42nd Street, New York 18, N. Y. 
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Hayden, editor and publisher, has | 


RESULTS 


“There can be no — 
that BUY-LINES 2 

readership and stea : " 
growing fae" dellar the 
i ar fo 

hie possible media buy- 
Making small space pay 
out is o difficult a“ 
ment at best, but you 


really delivered the g 


5 p. Wesley Combs 
iF Vice President 
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“ gheldon, Quick & MeElroy, Ine 


Syives Sea ses 
ss tay : 


Testimonials like this from 
agencies and advertisers 
currently using the BUY- 
LINES columns are sup- 
ported by Starch Reader- 
ship figures like these: 


Read| Read 
PRODUCT Noted Sent Gnade 
Quest 21 20 17 
Murine 22 20 15 
dehnson & , 
Johnson 20 19 16 
Resinol Soap 20 19 16 
Chevrolet 20 19 15 
Mavis Offer 20 18 17 
Antiphlogistine | 20 18 15 
Sergeant's 19 18 16 
Certo 19 18 15 
Dier-Kiss 17 16 15 
Hudnut Creme 
Shampoo 16 16 14 
Tartan 17 16 14 
Toni Permanent; 17 16 14 


from June 27, 1948 
Sunday Column in 


Philadelphia Inquirer 


For Complete Information Write To: 


BUY-LINES 


271 Madison Ave., N.Y. 16, N.Y. 
360 N. Mich. Ave., Chicago 1, Il. 


235 St., San Fran- 
cisco 4, California. — pe 
2978 Wilshire Blvd., Los Angeles 
ON 
333 S.W. Oak St., Portland 4, Ore. 
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Perm-Aseptic Names 
Geissinger Agency 


Perm - Aseptic Corporation, 


Mamaroneck, N. Y., has appointed | 


W. B. Geissinger & Co., Los An- 
geles, to handle its national and 
regional advertising, which for- 
merly was divided among several 
eastern and western agencies. 
The company makes a germi- 
cide-fungicide-antiseptic chemical 


remember 
Business 
Associat es 


fa 


| which, the company says, makes 
'clothes resistant to body odors, 
and is sold to franchised dry 
cleaners and laundries. 


Deco to Kiesewetter; 
Russell Appointed 


Kiesewetter, Wetterau & Baker, 
Inc., New York, has been appoint- 
ed to handle advertising of Blan- 
chard Deco - Plastics, New York, 
for its Kalistron plastic covering 
material for furniture and walls. 
Kalistron is distributed by United 
States Plywood Corporation, New 
| York. 

Ormonde Russell, formerly of 
Goold & Tierney, has joined 
Kiesewetter in a creative and ex- 
ecutive capacity. 


Delicia in New Line 
Choco-Crisps, newest product of 
the Delicia Chocolate & Candy 


Mfg. Company, New York, will be | 


promoted extensively this fall as 
result of a successful six -week 
test in New York. The product is 
sold in an 8-ounce cellophane 
package containing 36 chocolate- 
covered sugar wafer sticks. 


Chase to Issue 
Movie on Foil 
Fresh Candies 


St. Lours—Chase Candy Com-| 


pany here announced that it will 


soon issue a 16 mm. sound color | 
“Sweet Profits,” | 
designed to show distributors and | 


motion picture, 


dealers the merits of the com- 
pany’s packaged line of Foil Fresh 
candies. 

| The film attempts to show how 
the Foil Fresh Merchandiser, a 


self-service display counter for | 


supermarkets, brings in more 
profits than bulk candies sold in 
jars. 


| fering, spilling, extra weight and 
| shrinkage. 

The company’s merchandising 
methods and servicing of the me- 
chanical merchandiser are shown, 
including the practice of plac- 
ing old stock in front of new. 
Above each row of packaged can- 
djes in the merchandiser is a 
glass-encased display of the con- 
tents of each box, in addition to a 
color reproduction of the box cov- 
er 


The film, produced by Atlas 
Film Corporation, Chicago, out- 
lines the company’s use of news- 
paper, radio, outdoor and car 
card advertising to support its 
merchandising methods. 

McCann-Erickson, Chicago, 
handles the account. 


. No a 
lor prints: . ‘ 
ltiple co" 1 per ; 
ag 5 now type Of EL. a petee i Three Join Bauerlein; 
Now for the first om <a oe ay ess yields _ ae Agency Adds Accounts 
0 put ¢ col realism itions to the staff of Bauer- 
ink—ne a Our TA and com elling lein Advertising, New Orleans, in- 
mit quantity @ at put a,  mailings- clude Edwin S. Denham, formerly 
Kling prints cards, de ecial dyes with R. J. Potts-Calkins & Holden, 
spar . counter me sp _ : . 
en’s kits, with sa for-plate | Kansas City, who has been named 
salesm a fabricated jamous artcopy- Coast ‘copy chief; C. E. Frampton, re- 
ACOLOR Prints print—the- dvertisers from 'cently Gov. Earl Long’s public re- 
viT ut r Chroma years by leading @ ‘lations director, who has joined 
that @ d for ten |the public relations staff, and 
7 rint use a, and ~ 
nga lier trimmed to — from wie Poster % teats "Chameend 
to Coast 14x91 or san” First pr’? ’ | 
easure 7 2X original art. of twelve /named account executive. 
vITACOLORS — y's color film oF $2.70 each i lots | The Middle South Area De-| 
made from clie 5, Duplicates are 7% velopment Committee and the 
“¢” 5 or 5x7 film 1 $49. | Louisiana Cane Festival to be held | 
a 4x +. today ries in New Iberia, La., Oct. 1-3, have | 
or more Write LLER _aborato 8 appointed the Bauerlein agency | 
FRANK - a wottywood 46, cam” to direct their public relations. 
N. Fair _ service . = . . 
oe teats eens colererent Aste Joins Winius 
«America Charles Aste, former art direc- | 
tor for Ruthrauff & Ryan and Leo | 
Burnett Company, Chicago, has | 
been appointed art director of | 
Winius - Drescher - Brandon, St. | 
Louis. 
hi 
ich one 
meets your 
e 
Screening test’? 
If you're out to get vour man. it’s 
the one on the right because she’s 
already got him for you. Together, 
she and her hushand spend an income 
among the highest for all big magazines. 
BH&G screens them for you be- 
cause its 100% service content. ads 
and all, squares completely with their 
intense interest in home and family. 
America’s First Service Magazine 


Bulk candies are shown to} 
be less profitable because of pil- | 
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Vhe Creative Wan Corner 


Jeeves—I say, Jeeves! Come here, my good man, will 
you? After all, you grew up in the vicinity of Oxford—and 
not the stockyards, like myself. 

Jeeves, old fellow, lend me a brain cell, will you? I’ve 
read this Ice Industries ad six times and it still leaves me 
cold. 

You say that’s a pun? Really, old fellow, I didn’t intend 
it to be. 

You take this headline—Smart Housewives—Smart Gro- 
cers. If you were a housewife, Jeeves—or, for that matter, 
a green grocer—would that cause you to pause and read? 
It wouldn’t? Thank you, I didn’t think so. You say it has 
all the polish of a well-worn cliche? I believe I agree with 
you. 

But don’t overlook that diller at the top, Jeeves—America 
is buying more Ice than ever before! You say summer has 


Keep Vegetables Garden Fresh. 
Vitamin. Rich... with ICE! 


arrived and that’s hardly news? Well—I do believe I agree 
with you again. But go on, Jeeves. 

You say commercial ice has many advantages over the 
kind you make yourself in an electric refrigerator. That 
it’s clearer, tastes better, makes better drinks and lends 
itself to a thousand and one uses that ice cubes don’t lend 
themselves to. I agree, Jeeves, but this ad, more or less, 
implies that. But you say it doesn’t make it obvious enough? 
Jeeves—you don’t expect smart advertising men to be ob- 
vious, do you? 

You say that the suggestion, “Order from your local ice 
company,” isn’t as compelling or specific as it ought to be 
for positive action? That readers ought to be referred to 
the Yellow Section of their phone books—aside from being 
given a real urge to call up? Such as, “If you’re expecting 
company, you’ll want plenty of real ice—and your local ice 
company can supply it on a few hours’ notice?” 

And you say that the section devoted to grocers is un- 
believable? That grocers will chuckle when told that “Smart 
housewives . . . patronize only grocers who keep vegetables 
garden-fresh and vitamin-rich with sparkling, crushed ice?” 
Well, come to think of it, that is kind of stretching it a bit, 
isn’t it? 

Well, you may be carping a bit, Jeeves, but all in all I 
think the majority of your criticisms are well taken. This 
is apparently supposed to be service copy, and I agree—the 
editors of Good Housekeeping could do it ten times as well 
and twenty times as convincingly. Throw me out a few ice 
cubes, will you, Jeeves? I’m thirsty. 
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WHN Signs Dodgers 
Station WHN, New York, has 
signed a contract with Branch 


me em ee ee er erm er ered 


featuring the Moduglas lock. Con- 
sumer and trade publications will 
be used. Decorative Lamp Com- 
pany, New York, has appointed 


Rickey, president of the Brook-| United for a trade publication 
lyn baseball club, for exclusive!campaign for its lamps and deco- 


broadcasting privileges for all 


|regularly scheduled games during 


the next three years. Currently 
the Dodger games are jointly spon- 


|sored by P. Lorillard Company for 


Old Gold cigarets and the Post 
Cereals division of General Foods 
Corporation. 


United Agency Adds Two 


H. H. Turchin Company, New 
York, maker of glass furniture, 
has appointed United Advertising 
| Agency, Newark, to handle adver- 
tising for its Golden Circle line, 


rative accessories. 


Gaines to. Kankakee 


The Gaines division of General 
Foods Corporation has opened its 
new dog food plant at 157 S. In- 
diana Ave., Kankakee, IIl., and 
has moved its offices to Kankakee 
from New York City. Willis B. 
White has been appointed asso- 
ciate advertising manager of 
| Gaines, succeeding C. A. Wig- 
,gins, who has become sales and 
advertising manager of the Calu- 
met baking powder division. 
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New Service to 
Check Reading 
of ‘Blade’ Ads 


CuIcaco—A new copy research 
project for newspaper advertisers 
has been announced by Publica- 
tion Research Service, Chicago, 
which conducts the research for 
the Continuing Study of News- 
paper Reading. 

The new service, to be known 
as “The Ad Rater,” will be based 
on complete readersh*p studies of 
every other Tuesday issues of the 
Toledo Blade, beginning Aug. 24. 
A cross section of approximately 
225 men and an equal number of 
women readers of the Blade in 
Toledo and contiguous suburbs 
will be interviewed on the day 
after publication, using the same 
techniques used in the Continuing 
Study of Newspaper Reading. 

Advantage of the new setup, ac- 
cording to Carl J. Nelson, director 
and partner of Publication Re- 
search Service, is that eosts are 
moderate and data is available 
quickly. Ad Rater data for in- 
dividual ads will be available 10 
days after publication, and the 
full report, including an 8%4x11l 
planographed reproduction of the 
survey edition, can be had in two 
weeks. 


Owned by PRS 


The Ad Rater is owned and 
conducted by Publication Re- 
search Service and has no official 
connection with the Toledo Blade. 
This newspaper was selected “‘be- 
cause it is a well-balanced news- 
paper serving all the newspaper 
readers in an important, centrally 


located market,” but results of the | 


research will be available only 
from Publication Research Serv- 


ice. The Blade’s cooperation con- | 
sists of publishing the test copy. | 


The Ad Rater will report on 
readership data for national ads 
only. Data on readership of edi- 
torial and retail advertising will 
be collected in the interviews, but 


no tabulations will be done for | 


these segments, in order to hold 
costs down. 


The Toledo Blade maintains a 
monthly grocery store inventory, | 
results of which are available to | 
Thus, grocery prod-| 
the Ad 
Rater service can check sales re- 


advertisers. 


ucts advertisers using 


sults as well as readership. 


Names 5 Executives 


Agricultural Advertising & Re- 
in 
Ithaca, N. Y., has named three 
They are: 
William H. Tyler, manager of the 
agency’s Albany office; Lee Ham- | 


search, with headquarters 


new vice-presidents. 


| 


e ’ ’ 

Joins ‘Women's Wear 
| Arthur D. LaHines, former edi- 
‘tor of Creative Footwear, New 
| York, has joined Women’s Wear 
| Daily, New York, as promotion 
| manager succeeding Carol Silver- 
| berg, who is now handling cir- 

culation promotion for all Fair- 
| child publications. 


Opens PR Office 
Lynn Stratton, former 


Campaign and associated with the 
| 
|New York City cancer sommit. | Mussler to Warner 


'tee, has opened her own office at| Dorothy Mussler, former adver- 
36 W. 10th St., New York, to/| tising manager of the D. M. Read 


specialize in medical and welfare, COmpany, Bridgeport, Conn., has 
‘public relations. been appointed assistant to Eliza- 


| beth H. Rice, advertising manager 
‘Names Bozell & Jacobs 


|of Warner Brothers Company, 
| Bridgeport, Conn. 
Standard Dry Kiln Company, | ———— 
Indianapolis, has appointed Bozell 
& Jacobs (Indiana) to handle its | Kesner to Coca-Cola 
| advertising and public relations.| Robert T. Kesner, former di- 


pub-| Business papers in the lumber and | rector of advertising of American 
licity director of the Brooklyn di- wood-working fields and direct| Home Foods, Inc., New York, has 
vision of the 1946 United Hospital | mail will be used. 


| been appointed assistant to Felix 


W. Coste, vice-president and di- 
rector of advertising of the Coca- 


Cola Company, New York. 


New Product? 
Want 100% distribution 
and display before ad- 
vertising starts? I'll 
show you... if con- 
sumer product sold via 
drug, fool department 
stores. 


Box 7088, Advertising Age 
100 E. Ohio St., Chicago 11, 11. 


| 
| 
| 
| 
| 


rick, radio director and copy chief | 
in Ithaca, and Philip Perdue, ac-| 


count executive in New York 


Robert W. Flannery, creative di- 
rector in Ithaca, has been appoint- | 
ed general manager, and Robert 
Kornfeld, account executive, has 
been named manager of the wx 


York office. 


FAST “MEDICAL” 
COLT FOR SALE... 


Anybody can lay odds on CITATION 
—but it tal HOSS SENSE to cor- 
ral a colt tit will show its heels to 
the field—tomorrow. 


YOU @AN BUY a néw. Drug. Product 
that has everything—preliminary testing, 
looks, stability, repeatABILITY, and 
plenty of hard thinking and sweat in- 
vested in it. Improved effective formula 
based on 20 years of retail drug experi- 
ence and prescription use. 


Launched a year ago for general drug 
store sale in the TOUGHEST competitive 
Metropolitan area in U. 8S. A. Achieved 
almost 100% distribution on modest ad- 
vertising expenditure. No salesmen or 
special deals used. Research, labeling and 
necessary spade work for marketing ade- 
quately taken cam of. SALES-GENIC 
name SELLS—SELLS—S > 


This yearling needs a firm. or individual, 
capable of financing National Distribu- 
tien. A wonderful opportunity for buying 
a HOT number in the coming National 
Drug Sweepstakes. 


Write Box 71, ADVERTISING AGE 
330 W. 42nd 


St., New York 18, N. Y. 


crease your sales 


CONCENTRATE ON THE MIDWEST 8 
WHERE FARMERS MAKE MORE! 


Farmers the country over look pretty much 
alike. In income, however, there may be a 
world of difference. Average farm subscribers 
to the Midwest Unit for instance, make more 
than other farmers in the Midwest and nearly 
twice as much as average U. S. farmers. They 
have more than double the investment in land, 
buildings, implements and machinery. To in- 


to concentrate on this high-income market. Do 
your selling where mass is class by advertising 
to the farm subscribers of Midwest Unit farm 
papers. Buy all five papers on a package basis 
with a single purchase order, a single plate. 
Take advantage of thrifty “unit” rate. * 


LOOK ALIKE? 


where sales come easy, it pays 
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WISCONSIN AGRICULTURIST end FARMER + THE FARMER + NEBRASKA FARMER - WALLACES’ FARMER and IOWA HOMESTEAD + PRAIRIE FARMER 
Midwest offices at: 250 Park Ave., New York + 59 E. Madison St., Chicago + 542 New Center Building, Detroit + Russ Building, San Francisco + 645 S. Flower St., Les Angeles 
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@ Advertisers during the twelve months ended June 30th this year placed in the Chicago Tribune 
a record-breaking 41,192,658 lines of total advertising. 


This was not only a new all-time high for the Chicago Tribune. It was also the largest volume of advertising ever 
placed in any newspaper in any twelve-month period in the history of Media Records— 


and 21.7% more than any other newspaper in the country printed during the period. 


The Tribune's total gain of 5,387,011 lines, or 15.0%, over the previous twelve-month period 


was made up of gains in all divisions of display and classified. 


Consider the dollar-volume, the millions of transactions, which resulted from these 41,192,658 lines of advertising— 
more than 2,130,000 individual advertisments. 


Then consider: Were enough of these 41,192,658 lines yours? Are you taking full advantage 
of your opportunities in Chicago?—the market which attracts to the Chicago Tribune the largest volume of 


advertising printed by any newspaper in the world. 


CHICAGO TRIBUNE 


WORLD'S GREATEST NEWS PAPER 
JUNE AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 980,000—SUNDAY, OVER 1,600,000 
Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11—E. P. Struhsacker, 220 E. 42nd St., New York City 17— 


Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4; also 448 S. Hill St., Los Angeles 13—W. E. Bates, Penobscot Bidg., Detroit 26 
Member: American Newspaper Advertising Network, Inc., First Three Markets Group, and Metropolitan Sunday Newspapers, Inc. 
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lines of advertising 


3UT...10 THE MAN LOOKING FOR SALES, 


t is record-breaking evidence of the Chicago 
ribune’s outstanding ability to produce results 


—a record built with advertisments 


ranging from 14 lines to 14-page sections 
and by advertisers spending from $50 
a year to more than $1,000,000 a year 


for their Chicago Tribune space 


7 i” a. eee . 2 — Pom + ie “ im a iy ¥& "a fo. il phi ‘ ae x ‘ 2 et Mg - e Fie de ie ee 
ee ot Me F £ ni = ‘ eee ae or. ae Re cieiere kde * = ~e pave “Xe Borie bans is as sa ae i tints gaa E. _ alas iad Cie ee hi ae, f at Es : a £3 X AE Nes 
ee ae, Aad ai a ee oe ak ie a ee BN ig sa Bp = ie — ee ila NRG eee Sed ee pie a i ‘ eee ss a a Se ge Pe eee, ee Z oi a 
eT ee ee pea J aa a Say La eee bee: 45 9 ae ee a ee ot, ees . a Fe - Rae Bas Seat eae ss 3 é ‘ Sn ae ee Te ga 4 el ERY aS hale 0 tet oe nee ‘ " die 

- rece ae aaa ee RE ee c= sal ae. ae = ; OS ie alt et eee ; 4 vib Le 9" ein ae ee Serer oe er See SES te pe aks hei a eas * Fl i ee 
i | Ae F eS ee 7 ret 2 atid I ae gi Bec 2 eee r Er = ; . ive toeape + it. ree oF te ees oe Dati OO glare: pes Oe ed ee eee ay bag ey ae 
Sn i. ars E 3 5 “a Pon = eal - —- a Mica oe . Pe ON A ee eee es eee Ree zs mm. ea ae prema, ae agar hood 
; , , ee ; : : = a i Pee een a RTE NOE eee SI AE : 
; eas i ie 4 Ps - i 5 b e ii nan j 
os 
. 
‘' 
a Z 2a am ite ? : ; a 
¢ , ie P ‘ 
ee, ae + en Lee aaa : : a Page? s 
= e f : ‘s . . tes: r , : ead : <3 # F , 
‘ 4 Sy ie Fr re 4 “ , ‘ P Br ae %s 
x , € ee. : oo Ps a e ag ee : Mo 
i " j : 3 “ het: t i en i ai , io 
Jay 3 ae a , Say soe BROS. ba, Sa “ x ed Ss toe ee * 
x e P 7 hee ‘ ms «3 ™ % B= | = ie 4 , 
{ x ve “AR SSvege om ee Ay 4 : v A ate 
kar) v7 Po # ay A sey a i, ae @ on New tA) es 7 
Paki oe a d $ Fly: “g Ree” ‘press ak a 
‘ “P 4 2 Ve) Gee > - ee Nice 3 i & 
age.” .. : eee PTs 24. ee ah Ais. pt 2 
ag : S a. oe ee a ry te : 
2 ‘ i, ye ; cs bans a . A a eae . q 
isa : ? eee jy . ara « SO lowes yaad pe ial 
oat E t : Oe ome A \ 30 ; aes = 
eS be : She tha pa ee ee Se a , oy 
ao % ¥ pa ash Eon bed we cet Oe ED . 4 sas 7 
a 3 sek a ER hy i % Xs “ ‘ ee eres ifs 
hod “4 Sy * é ‘ - re f : eo <i * . 
4 E " i a we Z 4 4 
a tn Y Hes : * ‘ 2 é : is “% = 
e > 22% Se i " s my bi j ; ‘ i 
4 : % f La ¥ 
i J P erate ‘Siaketh: ‘ f 3 % ; ; ; =: 
ae 4 nd ee tah lid ag. i 9 kell ‘ ui Sk 
* eae , Pye ea: oe nee i, wt & ; ; : a: 
pe ae g pk? : , £ ; ; : ms. ¥ : : x 
‘ Seat Ay ae ee ® i | 
7 a6" Pa was : ae a r % ee int a 
% ‘ ae ¢ OR Be i . Dy Ar, i 3 ‘ e es we 
e. ere 2. - Se mi i “ fs 
3 Gre j ? - Bi co’ Gos : i : re : ae ae 
ti xs q AF wimg By # 3 Hees 4 * be ge ates 
_ * - ; ie Ras 7 is ix: : PP oa, eee "fe *¢ P Pies 
cs rm aol ‘ ‘ : % ea Sy er a Sik 5 yh 
Be mee a a ‘s = rd 
SOS ae # Se} am " ey * 
ieee alae ak: ae ie Pa & ‘ oh 
F |) eee Si Sees Wis ed bh: ¥ hor a Pi 
‘ a eae de pee : ; : i i 
ad apilie aot CM he : Se ey ome Pye ee 
% ee te, j ; eg 4 2 “ ‘ 
: ae “ Bs 7 4 fe tt . 
a a 2 bes, 7 ae " - 4 4 3 ; : Bs 
‘ f kee hae ae “te ; ener ue ae, , ¥ ky ae 
a) 4 “¥ tM eg B'S a 3 : A gh eg se page ‘bell FA, : * a f * rt 
les , a y ; i ek ae Ba ax : a Rie ie é : = ces : 
; mig ne bee Ais 4 : ; * 4 Me Foe : 5 f : ga . 4 
os pas Rm os eer ye ay oer A aoa > A ME Te ea ae Ae eh ga " j el ; 
*, Dg S * é #gee af . Ba. r 2 € : bt ie 4 nite i 
g 7 Ay Bd 4 ; Viale, Mage if ‘ ak TP 3 oi tg Se + : 
b . * tai gy 2 é ee Te % ee Rae Ga 4 ; 43 eta el oe ome 
;. " 4 >, 2 ae : ae oo oy ee ‘ 
: : d ph ‘ r J 4 me Sd 
gee MORE a, oe Oe aE a a eae es 3, : ie Sneed er des gees on } 
rae 
oe ae 
me, FH 
< a 
a ‘ 
a a 
4s pics 
3h i 
i 
‘ 
=, 
bs 
° ae 
io 
- 
cn 
| be 
os: 
oa 
i 
i 
is 
an 
| 7 
Bi. 
&2 
cm 
ip 
al 
es, 
care 
ae 
Ca on 
ae? 
a 
eo 
a 
sa 
ts 
mat 
-, 
on 
oh 
ic 
oa 
oe 
_ 
7 
ame 
Bethy 
ee 
< 
o 
‘id 
ene 
hes. 
eed i 
Bee 
= 
eh 
se) AT Me ee Pe Om ag eo Ue ne Sw cco ee he MEN see ee St pe ee ete ay een mere ky Oh < : : . ; Neyo A z ; 4 et 
ee LRN eee Oh eee tee Sipe ee Pee Re eens epee a eee AOA Ia Cage cae poad p Uk ra hee ih Bee ang oe ae er eh ere ae orca: RP achin & os Uae al eC cs e a : meg Ar Be : 5 ap : ge hr " : ee” a 
, oe re es alt Fis ty Wess PM Serbs ie Peet) Soy Sania Riis pe a PM ect he: A ORY cer sme An eke wee aie eat ee at ee ee SR MAND Ey er SES eet gM Ze 5a eg gs a et ee epee Ea See : See Soph 5: 
: ae ae ; ami ae tM Riles Ne ce Oe CAM CS ie MORRIS RL Cb Ug cot ea a OMEN BEL NE oe Mire, MR he Huan lll ee gh Me Sas mci SCOURS Cha Peel eying Me ta. oe es iat ge eR he AMR a 
: ; i ay ane Nee Roee 1 ie ah Freee ola SI vee Tee BES eee fp UMS Secs shel Ah Gee Se ee oe a be» 
St Sng Se a 


up 10.2%. 

Net profit was only 71.6% of 
1946 on the merchandising opera- 
tions, but with a 16.6% gain on 
handling carrying charges, on 
leased departments, etc., total net 
business profit amounted to 80.3% 

of the 1946 profit. 


advertising. This expenditure 
| amounted to 2.35% of sales, com- 
|pared with 2.2% of sales in 1946.) 
These percentages vary somewhat | 
from those for all companies re- 
porting each year. For all com- 
panies, the percentage for adver- 
tising last year was 2.45, compared 


Department Store 


Sales Cost Rise 
Shown by McNair 


«gg and 1944, 2.4% in 1943, 2.7% in. 


Use More Space 


Boston — Department stores,| The study shows that the 328 

. small and large, spent more last | “identical” companies, on an aver- 
; year for advertising, as a per cent | lage sales volume of $3,304,125, 
of sales, than in the previous three | ‘spent an average of $78,489 for 


ing years. 


increase of 14% in actual adver- 


with 2.25% in 1946, 2.2% in 1945) 
1942 and more than 3% in preced- | 


Professor McNair ascribes the 


tising budgets to use of larger 
space, principally, and partly to 
increased rates. He explains that 


by far the greater part of the ad-| 


vertising was in newspapers. As 
in previous years, smaller stores 
spent the least for advertising. 


|The highest proportion of income | 


going into advertising was among 
stores doing $2,000,000 to $20,000,- 
000 in sales in 1947. 

The study of specialty stores 
shows the average company ex- 
for 


| penditure 
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3.4% In 1946 
3.2%. 


of sales. it was 


Basement Sales Soar 


The report stresses that cost 
per transaction rose to a high 
“break-even” point for depar'- 
ment stores last year. The num- 
ber of transactions was lower than 
in 1946, higher prices accounting 
for the dollar increase. 

Observing that in 1948 the num- 
ber of transactions continues to 


advertising was|lag behind 1947, while the dollar 


years. However, they did not 
spend nearly as much, relative to| 
“s sales, as in prewar years. 

; This is shown, in great detail, 
in “Operating Results of Depart- 
ment and Specialty Stores in 
1947,” the 28th annual survey by 
i | the Graduate School of Business 
Administration of Harvard Uni- 


versity. The study, directed by 
’ Malcolm P. McNair of the school’s 
bureau of business research, was 
financed by the National Retail 

Dry Goods Association. 
The study is based on reports 
from 383 companies operating 466 
department stores, and from 97 
variety stores operating 155 stores. 
Professor McNair points out that 
is the figures on variety stores— 
those concentrating in certain 
merchandising lines—come from 
only a small fraction of the num- 
ber of existing stores (the number 


reporting dropped substantially 
ae: ly from the preceding year) and that 


a figures used to compare 1947 with 
- 1946 are based on only 75 stores 
reporting for both years. 


Costs Jump 2% 


The study of department store 
operating expenses reveals that 
the cost of doing business for the 
stores jumped 2%, which Prof. 
MeNair says is “the most signifi- 
cant development of the year.” 
The gross margin continued its 
downward trend for the fifth suc- 
cessive year. Expenses rose twice 
as much as sales volume, and the 
2% rise in the ratio of expense to 
sales was the sharpest recorded | 
, since 1932. 

The study shows that for 328 
identical firms, reporting for both 

1947 and 1946, sales volume in-| 
creased 5.6%. Cost of merchan- 

dise was up 6.7% and gross mar- | 

gin rose 3.8%. Payroll costs were | 

up 11.2%, real estate costs 6.1%, 
be taxes 6.8%, advertising costs 14%, 
- interest costs 28.9%, supplies 
24.4%, delivery and ot’ service | 
costs 32% and miscellaneous costs 


— 


OVER $7,500,000 WORTH 
OF SPARK PLUGS 


That's how much the Motor-Freight 


Carriers spent on this one item last | 
year. This is only a fraction of the 
money spent on parts, gas, oil and all 
i the other things they need to keep 
7 operating! It takes only one advertising 
ie medium to reach this market 
a: TRANSPORT TOPICS, the only ABC 


paper devoted to trucking. 16,000 paid 


copies weekly: 45,000 third-Monday 


Gransport Topics 


The Notiono! Weekly of the Motor-Freight Corriers 
1424 16th Street, N. W., Washington 6, D. C. 


distribution. 


A McGRAW-HILL PUBLICATION” - 


How to select customers 


ECAUSE continued high prices are likely to make 

it harder than ever to get sales in 1949, sensible 
advertising strategy seems to call for selective selling 
efforts . . . training your sights on customers who can 


most easily be sold. 


This means that today, as you plan your targets for 
tomorrow, market quality means much more than mere 
quantity—and market quality means first of all the abil- 
ity to buy what you have to sell. Add a special, pre- 
conditioned interest in the details of what you have to 
say, and you have customers well worth cultivating. 


SCIENCE illustrated enables you to select exactly 
that kind of market, delivering more than half a 


Science 


* tlustrated * 
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size of transactions grows, Profes- 
sor McNair says: “If the combina- 
tion of these two elements should 
be such as to produce a drop in 
dollar sales in 1948, or even an in- 
crease of considerably less magni- 
tude than in 1947, the swift ascent 
of the total expense ratio could 
have devastating effects on net 
earnings in the absence of any 
effective reduction in the cost per 
transaction.” 

Other conclusions reached are 
that productivity per man-hour 


barely held even in 1947 with 
1946, 


sales rose three times as much as 


other store sales, markdowns in-| 


creased and so did markups. 


MICHIGAN U. TELLS 
‘47 STORE RESULTS 

ANN ARBOR, Micu.— The Uni- 
versity of Michigan’s School of 
Business Administration has pub- 
lished its annual study, “Depart- 
mental Merchandising Results in 
Small Department Stores” for 


that basement department | 


1947. 
in the Midwest whose average! 1939 gain. 
1947 sales were $2,928,177. 
Ruth J. Chandler, who directed attributed to higher prices. 
the study, points out that the re- 
porting stores, whose sales aver- | Markups Change Little 
aged only $1,308,000 in 1937, are| The study shows the stores spent 
no longer actually “small”; their | 3% of revenues for advertising 
volume has increased more than | (except ad department payroll), 
the average for all department | against 2.4% in 1946, 2.8% in 1945 
stores in the past decade. | and 2.5% in 1944. Sales depart- 
The dozen stores showed sales| ment costs increased from 8% to 
gains in 1947, but the gains were | 9% of sales, from 1946 to 1947. 
smaller than those reported a year 


Of the 1947 9.8% dol- 


...for 1949 


million families every month—with a positive, 
proven plus in the principal factors that mat- 


ter to you: 


e BETTER INCOME: 
SCIENCE illustrated families are in 
$5,000-plus bracket (15% more than their 
non-reader neighbors next door). 


Able to buy what you sell? Yes . . . better able 
—and this quality audience of 532,000-plus 


(net paid ABC) reads SCIENCE illustrated 


37% of all 


better told. 


e BETTER EDUCATION: 54% are col- 


lege trained (19% more than the non- 


reader neighbors). 


for just one reason: they want all the facts, 
in lively, lucid word and picture, about what 
people are doing for people, in the world of 
science. Nowhere else can they find those facts 


And nowhere else can you find an audience 
so eagerly receptive to the facts you want to 


tell... so profitably easy to sell., 


e BETTER OCCUPATION: 43% hold 


executive or professional positions (29% 
more than the non-reader neighbors). 


CHICAGO °* 


DETROIT °* 


SAN FRANCISCO -* 


LOS ANGELES * 


SCIENCE illustrated can add a positive 
plus to your schedule for 1949. 


a ; 


voc wana WS" 


mB cience 


* illustrated * 


ATLANTA 


BOSTON + 


The study covers 12 stores! earlier and even smaller than the, 


lar volume gain, nearly half is! 


stores were on jewelry and furni- 
ture, averaging 45.8%. Last year’s 
report showed markup on jewelry 
at 465% and on furniture at 
45.3%. The lowest markup in 1946 
was 32.1% on basement ready-to- 
wear, which in 1947 was 36.5%. 
Lower markups last year were 
36.1% on major appliances, 35.6% 
on radios, phonographs and rec- 
ords, and 34.1% on domestic mus- 
lins, etc. . 


Highest original markups in the Allied Agency Named 


Allied Advertising Agency, 
Cleveland, has been appointed to 
handle advertising for Swift 
Cleaning-Laundry Company and 


| Technical Schools, Inc., operating 


the Cooper School of Art and 
Cleveland Engineering Institute. 
Newspapers, radio and point-of- 
sale material are being used for 
Swift; newspapers, trade and con- 
sumer publications and_ direct 
mail for the schools’ program. 


To Small & Seiffer 


Small & Seiffer, New York, has 
been appointed to handle the ad- 
vertising of M. J. Breitenbach, 
maker of Pepto-Mangan. A new 
radio and newspaper campaign is 
scheduled to begin in September. 


Joins Inland Press 


The Times, Bay City, Mich., has 
been elected to membership in the 
Inland Daily Press Association. 


FREE BOOKLET 
Shows you how 


PAVELLE 


COLOR PRINTS 
_ WillAdd Sparkling, — 
—— COLOR ~~ 


Training Programs. 
_ Visual Material — 


of Every Kind 


why 


at a cost as low as 14¢ per 
print in quantities of 1000 


Industrial Service Division 
PAVELLE COLOR INCORPORATED 
533-U, West S7th Street 
New York 18, N. ¥. 
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‘Digest’ to Pare 
Rate, Circulation 
on Latin Edition 


New YorK—Reader’s Digest an- 
nounced last week that its Spanish 
edition will have new (and lower) 
rates next year, and that adver- 
tisers can buy three separate edi- 
tions. 

Advertisers, effective with the 
January issue, will be able to buy 
an “all countries” edition at $2,200 
for a full page, black and white, 
compared to $2,250 at present. 


| Burdine’s Names Grant 


The Miami office of Grant Ad- 
vertising has been appointed to 
handle the national advertising 
| campaign of Burdine’s, Inc., owner 
and operator of four department 
stores in Florida. National maga- 
| zines will be used. 


Cotton Group to Meet 


The 94th annual meeting of the 
National Association of Cotton 
Manufacturers will start Sept. 16 
at York Harbor, Me. 


‘Muliti-Clean to Walker 


Multi-Clean Products, Inc., St. 
Paul, manufacturer and distribu- 
tor of machines and supplies for 
cleaning and maintenance of floors, 
carpets and rugs, has named Har- 
old C. Walker Advertising, Min- 
neapcolis, to handle its advertising. 


Crosley Names Three 


Paul W. Deubery has been ap- 
pointed director of industrial re- 


lations of the Crosley division,| of sales promotion of Davidson | modes, Inc., 


Since joining the company in 1943 
he has been manager of labor re- 
lations at Crosley. J. C. Jenkins 
has been appointed training direc- 
tor and Paul Weber, assistant to 
Mr. Deubery. 


Davidson Names Seck 


Joseph G. Seck, formerly with 
/McKesson & Robbins and the 
|Rubber Manufacturers Associa- 
/tion, has been appointed assistant 
to the general manager in charge 


Avco Mfg. Corporation, Cincinnati.! Rubber Company, Boston. 


Dennison to BBDO 


Dennison Mfg. Company, Fra: 
ingham, Mass., 
| will transfer its account on Oct 
from Charles W. Hoyt Compa: 
to Batten, Barton, Durstine & O; 
born, Boston. 


Two Appoint Rowen 


Julius J. Rowen Company, Ne 
York, has been appointed to d 
rect the advertising of Blous: 
and Timely Acce 
sories, Inc., both in New York. 
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This occurs because RD is cutting | 


its circulation guarantee from 1,- 
000,000 to 950,000. The magazine 
cited “inflationary conditions and 
higher production costs in some 
Latin countries” which will force 
the publisher to raise “cover 
prices in certain countries during 
the coming months.” 
pates a “temporary drop in circu- 
lation,” but is hopeful of providing 
“an average monthly figure for 
1949 of well above the guarantee 
of 950,000.” 

Beginning in February, RD ad- 
vertisers will have the option of 
three editions: all countries, ($2,- 
200 for 950,000 guarantee) ; edition 
excluding Argentina ($1,750 for 
700,000), and Argentina only 
($650 for 250,000). 

The magazine tells advertisers 
buying “all countries” that they 
may use a different ad in the Ar- 
gentina edition—at no extra cost 
—by shipping along an extra 
plate; where a plate is to be 
patched for Argentina, the charge 
is $25. 

Total circulation of RD foreign 
editions in 11 languages is ex- 


pected to be 4,370,000 this fall, | 


when new German and Italian 
editions are added. 


Correll Joins Tullis 


Bob Correll has joined Tullis 
Company, Hollywood, as account 
executive. He was formerly with 
Foster & Kleiser Company, Los 
Angeles. Prior to service in the 
Navy he was with the Columbia 
Broadcasting System. 


P&G Promotes Auger 


F. S. Auger, who has been man- 
ager of the advertising department 
of Procter & Gamble Company of 
Canada, Toronto, for several years, 
has been made director of adver- 
tising. 


Low Cost Typoesetting! 


Yes, Fototype gives you a way to 
knock out heavy typesetting costs 
and expensive delays. Shorp, clear 
letters on white card-stock or acetate 
make composition so simple that any- 
one in your office can handle it. 
Speedy Fototype saves up to 90 per 
cent over metal typesetting, puts 
control of production right in your 
hands! Ideal for setting heads, dis- 
play lines,or complete ads. Whether 
your printing is done by quality off- 
set, or a small office duplicator, Foto- 
type will make typesetting o matter 
of minutes. Ask for FREE illustrated 
catalog showing method ond speci- 
men type faces. This entire ad set 
with Fototype! 


O/O/YPE 
avigursiveses 
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Advertising Age, August 9, 1948 
Appoints Merckle 


Harold Merckle Associates, New 
York, has been named public re- 
lations and publicity counselor 
and stockholder relations consult- 
ant to the Red Rock Bottling Com- 
pany of Cleveland. The company 
holds exclusive franchises to 
bottle Mission beverages, Red 
Rock Cola and Clicquot Club. 


Adds Lady Betty Foods 


Clark & Rickerd, Inc., Detroit, 
has been appointed to handle ad- 


, vertising of Lady Betty foods, 
made by Wheatley Foods, Louis- 
| ville, a subsidiary of Shedd-Bar- 
|tush Foods, Detroit. Advertising 
|plans are being made for Lady 
Betty prune juice, potato salad 
and cucumber pickles. 


Westcott to Richards 


Wilbur O. Richards Advertising, 
New York, has been appointed to 
handle advertising for Westcott 
Chuck Company, Oneida, N. Y. 
Business papers and direct mail 
will be used. 


‘Chicago Tribune’ 
Runs Ist 4-Color 
Classified Ad 


| CHicaco—The Chicago Tribune 
| printed July 25 what it believes is 
|the first four-color classified ad 
ever to appear in a newspaper. 

| The Tribune, 
|the full-page ad as the most ex- 
|pensive single classified ad ever 
|printed, presented the advertiser 


which heralded | 


with a bill for $3,675. The ad was 
placed by H. J. Robinson & As- 
sociates, local used car dealer. 
Complete conformity with the 
Tribune’s rules for classified ads 
was maintained in that no column 
rules were broken, there were no 
illustrations and only regular 
want ad type fonts were used. 
The page was reproduced on the 
Tribune’s regular presses equipped 
with color printing units. 
Robinson, Chicago’s largest ad- 


|vertiser of used cars, said that 


(every Saturday night) 


Go to any Mid-America farm town, any Saturday 


pight—and watch the stampede! 


Watch the rush of farm gold to the hardware stores, 


furniture stores, appliance stores . 


to the dress 


shops, drug stores, and markets. The pockets and 
purses of these Mid-America farm families are bulg- 


ing with money—for Mid-America takes the lion’s 


share of all farm income. 


Are you getting your 


You are if your product is known to these families. 
You are if you advertise in Capper’s Farmer, which 
directs over 92% of its circulation to the farms of 
Mid-America. Here it is read by 1,300,000 of the 


share? 


wealthiest farm families in the nation. 


They have confidence in this magazine... confidence 


in its helpful, practical ideas on better farming and 


better living . 


. . and confidence in the products they 


see in Capper’s Farmer. 


the magazine 


believe in 


farm people 


Cappers Farmer 


TOPEKA, KANSAS 


| 
| 
| 
| 


| 


GY Seles 


sales in his two established car 
lots doubled in the week after the 
ad appeared and got a flying start 
in two new locations announced 
in the ad. The ad offered $100 off 
the advertised price to any cus- 
tomer presenting a copy. 


| 


Hillman Ups Ad Rates 
| Effective with the November, 
1948, issues, the Hillman Women’s 
|Group, New York, comprising 
| Real Story, Movieland, Real Ro- 
|mances and Screen Guide, will 
| increase its basic advertising rates 
| from $2,200 to $2,500. The Hill- 
/man Movie Group (Movieland and 
| Screen Guide) will have a new 
| basic rate of $1,050 and the Hill- 
/man Romance Group (Real Story 
-and Real Romances) will have a 
/ new rate of $1,700 for a black- 
| and-white page. Advertisers hold- 
|ing current contracts will be pro- 
| tected up to and including the 
January, 1949, issues. 


NY Agency Moves 
| Alfred J. Silberstein, Bert Gold- 


| smith, Inc., New York, has moved 
| its offices to 16 E. 40th St. 


Hj 
MIE 


and PRESIDENTS 


If sales curves depend on 
values delivered, trust the judg- 
ment of the market place to 
discover these values. 


Since it first appeared in its 
present form, Dun’s Review has 
reflected increasingly favorable 
consideration by critical adver- 
tisers every year. 


1938— 13,317 lines 
1939— 18,867 lines 


1940— 32,866 lines 
194I— 41,913 lines 
1942— 44,913 Ines 
1943— 77,305 lines 
1944—150,322 lines 
1945—210,849 lines 
1946—211,711 lines 
1947—242,446 lines 
Ist ) , 
6 months ¢ 1948—142,519 lines 


ist | 
6 months } 


1947—122,061 lines 

Now in the top 19 general 
monthly magazines, Dun’s Re- 
VIEW 7s pointing the way for 
advertisers with a message to 
presidents. 


Gur Revi 
(WS -F4OCVVELE 


BROADWAY NEW YORK 8, N. ¥ 
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Beginning September 1 


STORAD 


offers you a bumper crop of customers in 
these 400 leading self-service grocery stores 


IN NEW YORK — KING KULLEN—Main St. & Merrick Rd., Freeport, L. I.; 230 Middleneck Rd., Great Neck, L. I.; Prospect St., 
Hampstead, L. 1.; 182 Plandome Rd., Manhasset; 186 Jericho Turnpike, Mineola; Sunrise Highway & Park, Rockville Center; 8 W. Merrick 
Rd., Valley Stream; Steinway St. & 34th St., Astoria; 21-53 Slst St., Astoria; Northern Blvd. & 194th, Bayside; 37-47 Junction Blvd, 
Corona; Queens Bivd. & 55th Rd., Elmhurst; 90-09 31st St., Elmhurst; Kissena Blvd. & Cherry Ave, Flushing; 150-51 Northern Blvd., Flush- 
ing; 85-08 37th Ave., Jackson Heights; 173-09 Jamaica Ave., Jamaica; 84-05 Parsons Blvd., Jamaica; Jamaica Ave. & 78th St., Wood- 
haven. GRAND UNION—155 7th Ave., Garden City; 34 Middleneck Rd., Great Neck; 334 Fulton Ave., Hampstead; 16 Park Ave., 
Manhasset; 84 Village Ave., Rockville Center; 60 Main 8t., Flushing; 131 E. 116th St., Rockaway Park; 45-46th St., Sunnyside; 90-28 
Jamaica Ave., Woodhaven; 23 Broadway, Haverstraw; 142 Main St., Nyack; 25 Lafayette Ave., Suffern; Main St., Spring Valley; King 
&., Chappaqua; Beekman St., Croton-On-Hudson; 145 Larchmont Ave., Larchmont; 21 Prospect Ave., Mt. Vernon; 539 Gramatan, Mt. 
Vernon; 4760 Boston Post Rd., Pelham Manor; 19 Banks St., Peekskill; 458 Bedford Rd., Pleasantville; Spring St., Ossining; 38 Purchase 
&., Rye; 51 N. Broadway, Tarrytown; Mill Road, Tuckahoe 110 Chatterton Ave., White Plains; 675 Paterson Ave., Carlstadt; Hudson Ave., 
Englewood; Cedar Lane, Teaneck; Walraven Ave., W. Englewood; 298 Clifton Ave., Clifton; 257 Wanaque St., Pompton Lake. ACME— 
S. E. Washington St., Bergenfield; Knickerbocker Rd., Dumont; 19 Grand Ave., Englewood; West Broad Ave., Leonia; 9 E. Westfield Ave., 
Roselle Park; 131 Franklin Ave., Bloomfield; 112 Broughton Ave., Bloomfield; 603 Bloomfield Ave., Bloomfield; S. E, Williams St., East 
Orange; 51-4th Ave., East Orange; 2040 Central Ave., East Orange; $29 S. Orange Ave., East Orange; 758 Chancellor Ave., Irvington; 37 
New Street, Irvington; 1069 Stuyvesant Ave., Irvington; 457 Kearney Ave., Kearney; 254 Roseville Ave., Newark; 700 Mt. Prospect Ave., 
Newark; 109 Broadway, Newark; 148 Elizabeth Ave., Newark; 304 Sussex Ave., Newark; 486 Central Ave., Newark; 197 Bloomfield Ave., 
Newark; 731 Clinton St., Newark; 359 Chancellor St., Newark; 249 Franklin Ave., Nutley; 5 West Scotland Rd., Orange; 504 Main St., 
Orange; 276 Main St., Orange; 133 8. Orange Ave., So. Orange; 674 Valley Rd., Upper Montclair; 611 Valley Rd., Upper Montclair; 
N. W. Main St., West Orange; 45 Washington Ave., Carteret; 468 Main St., Metuchen; 121 French St., New Brunswick; 414 George St., 
New Brunswick; 72 Smith St., Perth Amboy; 280 Maple St., Perth Amboy; 62 Main St., So. River; 119 Main St., Woodbridge; 164 Spudwell, 
Morristown; 58 South St., Morristown; 246 Diamond Bridge Ave., Hawthorn; 168 Jefferson St., Passaic; 223 Wanaque St., Pompton Lakes; 
Pompton Turnpike, Singac; 8 Eastman Ave., Cranford; 15 8. Broad St... Elizabeth; 128 Eloma Ave., Elizabeth; 310 Morris Ave., Elizabeth; 
566 N. Broad St., Elizabeth; 104 Summerset St., No. Plainfield; 2029 Morris Ave., Union; 122 Elm 8t., Westfield. SOLOMON FOOD CEN- 
TER, Main St., Passaic. KING SUPER MARKET—290 Main St., East Orange; 1055 Clinton Ave., Irvington; 493 Kearney Ave., Kearney; 
159 Maplewood Ave., Maplewood; 351 Milburn Ave., Milburn; 820 Broadway, Newark; 25 Valley Rd., So. Orange; 205 Bellevue Ave., Upper 
Montclair; 998 8. Orange Ave., Vailsburg; 563 Bloomfield Ave., Verona; Windfield Park; 31 North Ave., Cranford; 109 Walnut St., Cran- 
ford; 23 E. Price St., Linden; 127 E. 2nd St., Plainfield; 327 Springfield Ave., Summit; 223 North Ave, Westfield. FOOD MART—1273 
Broad St., Bloomfield; 353 Central Ave., East Orange; 33 Bloomfield Rd., Montclair; 16 Day St,, Orange; 503 Myrtle Ave., Boonton; 213 Mar- 
ket St., Paterson. GREAT EASTERN—596 2lst St., Paterson; Route 6 & Bivd., E. Paterson; Lakewide Ave., Pompton Lakes; Pompton 
Turnpike, Mountain View, Lake Drive West, Packanack Lake; 247 Westwood Ave., Westwood. PATERSON FOOD CENTER—48 Washington 
St., Paterson. JERSEY GIANT GROCPRY—18 8. Washington Ave., Bergenfield; 84 Park Ave., Rutherford; 66 Dodd St., Bloomfield; Main 
St., Caldwell; 270 Kearney Ave., Kearney; 217 Franklin Ave., Nutley; 727 W. Front St., Plainfield; 213 EB. Front St., Plainfield. MID- 
ISLAND MARKET —86 Elizabeth St., Farmingdale; 150 Post Ave., Westbury, SUPER MARKET ASS’N—100 N. 3rd Ave., Mt. Vernon; 336 
Webster Ave., New Rochelle; 252 Main St., White Plains. BUYMORE—1945 Palmer Ave., Larchmont; 281 Halsted Ave., Harrison. DILBERT 
BROS.—10 Greenwich St., Hempstead; 39-05 103rd St., Corona; 37-16 Junction Bivd., Corona; 83-00 Roosevelt Ave., Jackson Hts.; 76-27 37th 
Ave., Jackson Hts,; 230-21 Merrick Rd., Laurelton; 188-27 Linden Blvd., St. Albans. SUNKIST FOOD MART—46 Hillside Ave., E. Willis- 
ton; Franklin 8q.; 45 Port Washington, Port Washington. BILDNER BIG BEN—125 8. Main S&t., Freeport; 272 Front St., Hempstead; 11 
W. Marie St., Hicksville; 307 Sunrise Highway, Lunbrook; 290 Sunrise Highway, Rockville Ctr.; 82-12 Baxter Ave., Jackson Hts. STOP & 
SHOP—Great Neck. SUPREME SERVICE FOOD—3800 Northern Blvd., Manhasset; 16 Brooklyn Ave., Valley Stream; 18-96 Mott Ave., 
Far Rockaway; 231-03 Merrick Rd., Laurelton; 2309 Linden Blvd., St. Albans; 230-07 Linden Blvd., St. Albans. LUCKY BOY FOOD 
MARKET—211-10 Hillside Ave., Bellaire; 93-13 37th Ave., Jackson Hts.; 463 North Ave., New Rochelle; 348 Webster Ave., New Rochelle; 
35 W. Post Rd, White Plains. PETER REEVES MARKETS—9254 Austin St., Forest Hills; 1778-19 37th Ave., Jackson Hts. SAVON 
FOOD-—-89-15 37th Ave., Jackson Hts.; 1776-15 37th Ave., Jackson Hts. SHOPWELI—102 Panfield, Bronxville; 532 Gramatan, Mt. Vernon; 
560 North St., New Rochelle; 216 North St., New Rochelle; 1287 North St., New Rochelle; 125 Wolf's Lane, Pelham; 58 E. Parkway, Scars- 
dale. WORLD FOOD MARKETS—136-18 Northern Blvd., Flushing; 82-18 37th Ave., Jackson Hts.; 189-39 Linden Blvd., St. Albans; 
J. BRAUNSTEIN-—-32-04 Broadway, Astoria; JACK & JILL-—192-11 Union Turnpike, Flushing. SUPERIGHT—72-17 25th St., Jackson Hts, 
RAND TEA-—37-54 90th St., Jasckson Hts. FLORAL PARK FOOD (CO. 1037 Park S8t., Peekskill. GREAT SCOTT MARKET—Port 
Chester. 


IN CHICAGO = NATIONAL TEA CO.—4207 Armitage; 2304 Milwaukee; 3254 Madison; 1051 Belmont; 117 Front St., Wheaton; 146 
N. York St., Elmhurst; 153 Center, Bensenville; 5951 Irving Park Blvd.; 4105 Montrose Ave.; 4044 Lincoln Ave.; 800 Elm, Winnetka; 1515 
Washington St., Waukegan; 1127 Granville; 6754 Sheridan Rd.; 6012 Archer; 5938 W. 35th St., Cicero; 1510 Roosevelt Rd., Broadview; 
8804 Commercial; 1310 East 63rd St.; 521 Franklin St., Michigan City; 606 Lincolnway, LaPorte; 14146 Chicago St., Dolton; 64 Broadway, 
Aurora; 307 W. State, Sycamore; 207 First St., Dixon; 5638 N. 2nd St., Loves Park, Rockford; 1307 FE. 47th St.; 3054 N. Ashland Ave. ; 
3425 Diversey; 4012 Pulaski; 5059 Division; 1828 Blue Island Ave.; 237 Schuyler. Kankakee; 2741 Clark; 2303 Madison; 3333 Roosevelt Rd. ; 
4611 Broadway; 631 W. 3ist St.; 1506 Hyde Park; 3951 W. 26th St.; 100 East Main, Barrington; 4743 Lincoln Ave.; 2345 N. Clark 8t.; 
3909 Cottage Grove; 6211 Archer Ave., Argo; 139 Broadway, Melrose Park; 6825 Belmont; 1154 East 63rd St.; 416 East 43rd St.; 66 Grove 
St., Elgin; 1944 8. Cicero, Cicero; 3132 W. Cermak Rd.; 1752 Chicago Ave.; 817 Davis St., Evanston; 4863 W. 95th St., Oaklawn; 832 W. 
79th St.; 520 West 5th, Gary, Indiana; 536 Crescent, Glen Ellyn; 1807 W. 47th St.; 127 W. Main St., W. Chicago; 1412 Morse Ave.; 2740 
Sheridan Rd., Zion; 4618 Kedzie Ave.; 3837 Fullerton Ave.; 7707 Belmont, Elmwood Park; 844 Wilson; 825 Oak Park, Oak Park; 3922 
Sheridan Rd.; 4009 Broadway; 3214 W. 111th St.; 6715 Northwest Highway; 1615 North Pulaski; 1115 Pulaski Rd.; 316 Genesee, Waukegan; 
1231 West 103rd St.; 4038 W. Roosevelt Rd.; 1127 Central, Wilmette; 2418 W. Vermont, Blue Island; 5129 Main, Downers Grove; 221 8. 
Main, Naperville; 417 East Pershing Rd.; 4247 Madison; 5945 Addison St.; 10544 Ewing Ave.; 1945 East 7lst St.; 2809 Clybourn; 1124 
Bryn Mawr; 9730 Western Ave., Evergreen Park; 327 E. 79th St.; 1351 W. 87th St.; 76th & Vincennes; 610 W. 10th St., Waukegan; 1710 
Oak St., Chicago Heights; 368 East 87th St.; 1541 Jarvis; 6248 Dorchester; 124 Sibley, Hammond. Mason Brothers, 1019 Lawrence Ave. ; 
Barts Grocery & Market, 2459 N. Racine Ave.; Rosemoor Super Mart, 445 East 103rd St.; Minicino’s Market Basket, 5413 8S. Kedzie Ave. ; 
Quality Super Mart, 2740 W. North Ave.; Clark Food Mart, 1001 N. Wells St.; 8 & 8S Super Mart, 2632 W. Division St.; Pure Food & 
Liquor Stores, Inc., 8252 8. Racine Ave; Meyer Bros., Food Mart, 480 E. 3ist; Calumet Market, 10755 8. Hoxie Ave.; Colony Food Mart, 
3043 W. 63rd St.; Widtmann’s Quality Food, 3052 Montrose; Kedzie Fulton Market, 263 N. Kedzie; 8. Stein & Co., 423 W. North Ave.; 
Learner's Foods, 3400 8. Halsted St.; Wentworth Super Market, 5120 8. Wentworth Ave.; Bright Market, 3574 Armitage Ave.; Sinda’s Certified 
Store, 6101 W. Diversey; Hanson's Market & Grocery, 2156 N. Kimball St.; Bill's Food & Liquor, 2835 E. 79th St., One Stop Super Market, 
10346 8S. Halsted St.; Victoria Supermarket, 1045 Belmont; Philip's Certified Food Store, 4500 S. Calumet; Mahons Finer Foods, 5646 8. 
Halsted; Henry Vree, 117 West 11th St.; Lincoln Food Mart, 3010 N. Lincoln Ave.; Grassi Super Food Mart, 3751 Clark St.;.Blue Island 
Food Mart, 1914 Blue Island Ave.; Fischman Brothers, 3766 N. Halsted St.; Blue Island Food Mart, 1810 Blue Island Ave.; Bosshart 
Brothers, 4024 N. Lincoln Ave.; Thrifty Super Mart, 928 W. Wilson Ave.; Clark Food Mart, 720 N. Clark St.; Big Bear Food Mart, 742 E. 
75th St.; Bosshart Brothers, 5033 N. Clark St.; Pauli’s Super Market,3848 N. Worth St.; Central Market, 6332 S. Central Ave.; Del Farms, 
800 W. North Ave., Del Farms, 4759 Lincoln Ave.; Arginas Bros., 2801 N. Chicago Ave.; Chentis & Katsivallis, 1122 E. 63rd St.; Kalks 
Supermart, 1307 W. 79th St.; Kocalis & Psimoulis, 4647 Broadway; Liaper & Dussias, 936 E. 63rd St.; C. Malevitis, 1943 W. 69th St.; 
Mitchell Bros, 3115 W. 63rd St.; John Papas, 2322 E. 71st St.; Harry Sarles, 2506 E. 79th St.; Peter Stellas, 521 Diversey Pkwy; Sure 
Save, 1055 Bryn Mawr Rd; Vettos & Vreteau, 3203 Broadway; Park & Shop, 3324 W. 95th St., Evergreen Park; W. H. Piel Co, 514 8. 
State St., Belvidere; LaSalle Supermarket, 160 Marquette, LaSalle; California Food Mart, 61 8. Grove Ave., Elgin; Market Basket, Inc., 823 
Dempster St., Evanston; Stein Food Mart, 5610 W. Cermak Rd., Cicero; Toms Food Center, 405 N. Main St., Streator; Zeinfeld’s Food Mart, 
622 8. 13th Ave.. Maywood; Denter Super Mart, 1701 4th St., Peru; Hook's Food Mart, 1526 Greenleaf St., Evanston; Hub Market, 6218- 
22nd Ave., Kenosha; Taylor Street Market, 414 Taylor St., Ottawa; Big Bear Food Mart, 341 E. Court St., Kankakee; Nepel’s Super. Market, 
6739 Ogden Ave., Berwyn; Doris & Zokos, 235 LaGrange Rd., LaGrange, Pavlatos & Andros, 426 N. Austin Blvd., Oak Park; D. Leonard, 
Inc, 7761 W. Lake St., River Forest; Certified Super Mart, 2303 Roscoe St., Eagle Tea Store, 3528 W. North Ave.; Cinderella Super Mart, 
5610 W. Madison St.; Don's Food & Liquor, 961 W. 79th St.; Supreme Food Mart, 455 E. 43rd St.; Welles Park Food Mkt., 4361 Lincoln 
Ave.; South End Food Store, 956 West 1038rd St.; Ray's Food Market, 2338 West North Ave., Edward Vree, 3142 W. lllth St.; Auburn 
Food & Liquor Mart, 8103 8S. Halsted St.; South Side Market, 6920 S. Halsted St.; Elmer & Helen Vascher, 6405 W. 16th St., Berwyn; 
F-A-S Food Shop, 9856 W. Grand Ave., Franklin Park; Dairy Mart Farm Stores, 1119 Roosevelt Rd., Maywood; Sterling Food Mart, 1052 
Sterling Dr Flossmore; Luhrsen's Grocery Co., 141 N. York St., Elmhurst; South Side Market, 6920 S, Halsted St., Aurora. 


STORADS by December 1949 wilt be in 6700 of the 
finest self service stores—serving 115,240,000 buyers. 


Clinch Their Sales Now! 


Write for detail 


GENERAL STORES 


A 


ADVERTISING 


Chicago 1 
185 N. Wabash 
Dearborn 5272 


New York 17 
15 East 47 St. 
Plaza 9-4040 


Los Angeles 13 
816 W. Fifth St. 
Tucker 9154 


Advertising Age, August 9, 1948 


WHAT’S THE PRICE OF AB 


7 out of 10 Guess Too High! 


“LA. adenit that this husky cwo- 
toe honey looks Lue soometheng, 
super duper. 
When you sample as ride, ts handling 
and che silken livelionss of its big Fire. 


ball seraight-cight power pla, you are 
tekely to tices it in dhe near buury class. 


So, naturally, «ben we put the question 
to 2 Cross section of carwhe mon and 
women — whea we asked them w name 
uneis sdes ot the delivered price for a 
Buick Sure — 7 out of 10 guemed wo 
buh! 


The fact is chat — in relation w today's 
vabues ~ Buick s prices begia at a lower 
level than before the war 

Dotiar-wise, all prices are wp bur 
Buick care are non up os much as most 


Om eet 


UICK? 


+ bur Four Square Selling Pic 


1. we parce raceme. 2. HO “LOARING” OF 


We gearertes oo 
fale mottieg but the checge: Ail anere guiimaredwit mene, 


ether things ~ or even 9s much as the Auch ware Dandord wrocses «rane ardenad ond prem on 
‘ —~ << (ee Game 

cost of buthding thom fowsrae yore) © - yet => 

Se don’t jump w com lasions withour 4 Sere eee mee args ence thee euct om 


bit of shopping around. Ger the deliv- 
ered prices — aca only on Buick but oa 3. me compusces = 4. Oo COUMUNION We 
PRADE-1ND. We wil tahe -@naY maamerenns 
lems power, far less heft, far lew room Fat ty Dane ee, se wy batty tbs 


You'll fied chat a loc of fotks are paving the to maipty ond we od me grey meee - 
within a few doliars af the price of a as Seo o- —waee 


Buick — or maybe more chan the price 
of a Buick — and gecting someching that 
ee * fe = 


You I fd that price compartoa gives 


you another sound reason for getting 
yous hem ord im — wee $9000" 59000 59000 
your Buick dealer will take with on 
without a car @ wade eee ee 


Wace ond Recta Lights Mute wo Cty tomen, 4 samy entre Dyn 
few Dre, qpecm! comtoe hae ‘Ruedmaster anty\ ott etme 


avromos 

wnen serves HL6S ARE BUILT BUICK Wit BUILD THEM Ne it Ps oi 

} See MINE | ARR, MU et, Seg we Hoge al 
G a) 


VALUE—Just prior to General Motors’ announcement that it is boosting the 
prices of its cars 8°/,, GM's Buick division released this ad, through Kudner 
Agency, in 3,000 daily and weekly newspapers. Buick believes that even at 8°/, 
more, "seven out of ten may still guess too high.” GM was the last of the 


motor makers to raise prices in the current round. 


close to Dallas. 
crews 
news coverage of both cities as 


well as other southwestern cen-| American Artist, a Watson-Gup- 
ters, and films made in the morn-| till publication, New York. 


Ft. Worth Video 
Station Features 
New ‘Video Alley’ 


Fort WortH — Station WBAP- |ments on WGN-TV, Chicago, Aug. 
TV, first television station in the|4 for its Micromatic reel. The 


Roving camera : 
are being prepared for|>orn St. Chicago, has been ap- 


ing and afternoon are scheduled 
for evening presentation. 


Cycloid on WGN-TV 
Cycloid Corporation, Chicago, 
began a series of spot announce- 


Southwest, will take to the air- | spots, produced on film by Ben- 
waves Sept. 15, featuring an in-/| nett, Petesch & O’Connor, Chicago, 
novation called “video alley.” 
The alley is located in the Fort | ceding sports shows and events on 
Worth Star-Telegram’s new radio | the WGN-TV schedule. 
center, a four-unit building hous- eee a 
ing AM, FM and video operations, Bletsch Elected V.P. 
with nine studios, a 400-seat audi- 
torium and a cafeteria. Proces- | since 1940, has been elected vice- 
sions, parades, herds of Herefords | president in charge of sales of 
and possibly even Brahma bulls | Hansen Glove Corporation, Mil- 
will pass through the alley to be 
televised. 


The new building is located in|. —T . 
a Ft. Worth suburb, which also is Artist Names Ellison 


| Cycloid’s agency, are shown pre- 


Jack Bletsch, sales manager 


waukee. He joined the company 
in 1922. 


Edward H. Ellison, 127 N. Dear- 


pointed advertising representative 
in six midwestern states for 


Quality Printing Plates 


REVERE FOR COLOR 


REVERE PHOTO ENGRAVING CO. 
712 Federal Street ° 


Chicago 5, tl. 
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Chicago, 
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go, Aug. 
21. The 
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Chicago, 
wn pre- 
vents on 


nanager 
2d vice- 
sales of 
n, Mil- 
ompany 


8 MILES OF PLEASURE 


— that's the Werld-famous Board- 
walk in Atlantic City. 


The many millions from every state and 
nation who visit this World's Playground 
every year see 2nd absorb advertising 
messages displayed through MAXWELL 
outdoor. 


WRITE FOR RATES AND LOCATIONS TODAY 
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TheR.CMaxwellCo, Atlantic CityN.J/f 


EXTRA 


Buying Power 


SYRACUSE 


EXTRA | 


Selling Power 


HERALD-JOURN AL _ 


, advertising Age, August Y, 194s 

Rumor Arrested; Linton Named A.M. 

hi F d’ W eee has _— ee 

/advertising manager o aclean’s 

s 1S or s ay, | Seamendae, Sanente. succeeding R. 

‘ ] Bruce Owen, who has resigned 
Way in Future | because of ill health, but will ane 
New York—Rumor, in mythol- tinue in an advisory capacity. Mr. 

ozy, had 100 tongues, 100 mouths, Linton joined Maclean - Hunter 

aid a voice of iron—but Ford | Publishing Company seven years 

Motor Company thinks rumor has | ago and served as promotion man- 

: : |ager and as assistant advertising 

fur new Fords which make fab-| manager of both Maclean’s and 

ulous mileage on a gallon of gas. | Chatelaine. 
Last week the Ford Motor Com- | 

pany was putting out a frantic | ; 

press release declaring that it did | Joins Cockfield, Brown 

not have any such cars. | Douglas H. Philips, formerly 
No top secret fuel mechanism | advertising manager of the Great 

exists which will give Ford own-| West Saddlery Company, Winni- 

ers 50-60 miles on a gallon of gas, | peg, Man., will join the Winnipeg 

Cc. J. Seyffer, Ford’s northeast re-| office of Cockfield, Brown & Co. 

gional manager, said. ‘ina creative and productive ca- 
The rumor goes to the effect | pacity. 

that four specially-produced test 

cars were delivered by mistake to 

customers; that these cars are | 

equipped with test fuel mechan- | 

isms capable of miraculous mile- | 

age; that Ford is finecombing the | 

eastern seaboard to find the cars, | 

and swapping Lincolns in ex-| 

change. 
“Pure fancy,” said Mr. Seyffer, | 

recalling the rumor that Ford | 

would exchange cars for 1943 cop- | 

per pennies (no copper pennies 

were minted in 1943). “A tele- 

phone call to Dearborn” confirmed 

the fact, according to Mr. Seyffer, 

“that all our engineering test cars 

are present...” He said the 50- 

60 miles-per-gallon average 

“would take at least two gallons” 

on the new Ford. He also said it 

is “quite probable” that the com- 

pany is experimenting with fuel- 

saving devices. 


Issues Cruise Guide 


Gulf Oil Corporation, Pitts- 
burgh, has issued a new free 
guidebook for boat owners, en- 
titled “Harbors on Inland Waters.”’ | 
The guide describes harbors on | 
the Great Lakes, Illinois and New 
York state waterways and the) 
Mississippi, Ohio and Tennessee | 
rivers, with small charts of many | 
harbor areas. 


} 
| 
| 
| 


GM Transfers Lehman 


F. E. Lehman, manager of the | 
sales and service department of 
the Aeroproducts division of Gen- 
eral Motors Corporation, has been 
named assistant commercial sales | 
manager of the Frigidaire division, | 
Dayton. He succeeds A. C. Frei- 
mann, who has been appointed | 
general sales manager of the, 
Delco Appliance division of GMC. | 


-YWEDGE- 


To A Market 
of 52,000 
Buyers and Specifiers 


The men who initiate and 
OK orders in America’s | 
larger plants ask for IN- | 
DUSTRIAL EQUIPMENT 
NEWS. It fulfills their 
needs for specific product 
buying information. 


They find that I E N’s Edi- 
torial completeness and ac- 
curacy, together with its 
factual make-up simplify 
their search for facts about 
new products. 


For $95 to $102 a month | 
you can drive atremendous | 
wedge into the rich indus- 
trial market. 


Have you seen our July C CA 
Statement or our current "NI AA 
Report?” 


They are yours on request. 


SYRACU 
26% AB 


Alert Advertisers Select Syracuse | 


For every dollar 
nationally, Syrac 
potential of 
current survey 0 
Here’s a big market .- - 
high-quality mar 
anding sa \ 
rorecient agricultural-industrial economy 
this market ma 
, maintaining & ny, 

tak income as compared with state 
nation. eo 
i no ee reg York State families, 

signi 
in general, and Syracu 
ticular, acc 
savings accoun 
bese, tot the average famil 


considera 


», worth of goods sold 
use offers @ purchasing 
$1.26! Sales Management s 


i wer proves it. 
I vi consistently 


ket ...a strategic | 
les. By virtue of its self- 


testing 
kes an excellent 
healthy average buy- 


A recent survey by 

ing newspaper 
ction, oveele that the Addis Company 
of Syracu 
the largest user of n 
i ket | space m 
or ite classification. 
Syracuse anot 


naming 
as the biggest retail 
tiser in the na 


N. Y¥. = 


CF BUYING POWER SHOWS 
QVE NATIONAL AVERAGE 


Market Data Translated 
Into Actual Case Histories 


Media Records, Inc. 
advertisers i 


’s specialty shop, is 
+. page poles advertising 
in the women’s apparel store 
The same survey ~a— 
her special distinction by 
ding Jewelers Inc. 

newspaper adver- 


tional jewelry field. 


Wilsons’ Lea 


points out another 


1 New outer 


ach year, the largest 
<a all families. Figures 
y coteal Here 
tail sales! x 

pechanne aa. is yoo buy- 
i wer... buying 
ae which can be 
harnessed for greater 
advertising returns 
and volume sales . - - 
by using the Herald- 
Journal...@ results- 
getting medium in & 


What's a Market? 


. That's 
“Markets people with money to spend. 
how the eon Herald-Journal eae the 
Herald-American (Sunday) reduces = 

figures to a simple brass tacks method market 


selection. 
f 
“The greater the buying ne toe you 
power. In Syracuse, o% nage- 
pond te out, they're ready to buy AND 
national advertisers can best make them on 
giving their ‘buying ideas’ the ane bet 
delivered by the Syracuse Hera . 
ae (Sunday).’ 


(Daily) and the Herald-American 


proven market. 


“ALL BUSINESS 
iS LOCAL” 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Co. 
461 Eighth Ave., New York 1, N. Y. 


BOSTON @ CHICAGO @ CLEVELAND @ 
Oo S ANGELES ° 
PHILADELPHIA @ PITTSBURGH 


For Complete Market Coverage 
at ONE LOW COST... 


U SYRACUSE HERALD-JOURNAL (Daily) 
W” SYRACUSE HERALD-AMERICAN (Sunday) 


National Representatives: Moloney, Regan & Schmitt, Inc. 
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‘Star-Times’ Sells KFRU- 


The St. Louis Star-Times 
selling KFRU, Columbia, Mo., to 
H. J. Waters, publisher of the 


Columbia Tribune, and Mahlon 
Aldridge, KFRU manager, for 
$85,000. The Star-Times retains 
KXOK, St. Louis. The sale, ne- 
gotiated by Blackburn-Hamilton 


Bills for 7- Foot 
Coin Approved 
by Party Leaders 


WASHINGTON — Two bills for a 
new 7-cent coin to keep nickel 
candy bar prices from rising to 


Congress reconvenes in January. 

A new-coin proposal was made 
originally last winter by Edward 
W. Mehren, president of the Squirt 
|Company, Beverly Hills, Cal., 
who suggested 2%-cent, 7%-cent 
jand 12%-cent coins to help the 
bottling industry (AA, Feb. 23). 
Mr. Mehren said then that a “new 


Company, station broker, is sub-|. Gime received endorsement last /normalcy” brought on by inflation 


ject to FCC approval. 


— 80.000 
“. teachers 


— vead and use _ 


sees orRr 


ARIS ACTIVITI ES. 


/week from leaders of both parties. 


The bills, introduced by Rep. 


|Busbey (R) of Illinois and Rep. 


/McCormack (R) of Massachusetts, | 
won support of Rep. Philbin (D) | 
‘of Massachusetts and House 
, Speaker Martin (R), who has re- | 
\ferred the measures to the House 
banking and currency committee | 
‘with orders to report back when 


B LOUIS MO. 


Oo” AOVERTISIMG 


Cleth, Card, Hardboard, 
Metal, Glass and mirrered 
Stiver signe 


completion of new facilities 


|means “a three-cent nickel, which 
the bottling industry cannot pos- 


|sibly hope to support and stay in | 


| business.” 

Asked last week for his opinion 
lof the bills for a T7-cent coin, 
he said they were “a surprise” to 
him. 


| Crosley Boosts ‘Output 


president of 


Victor Emanuel, 
Avco Mfg. Corporation, reported 
to stockholders on Aug. 2 that 
Avco’s Crosley division will pro- 


casting Corporation is now tele- 
vising 30 hours a week over 
WLWT, Cincinnati. WLWD, Day- 
ton, and WLWC, Columbus, are 
expected to start telecasting next 
year. 


Bayard Agency Files 
Bankruptcy Petition 
Knight, Gitelson & Ashton, 
counsel for Jere Bayard & Asso- 
ciates, Los Angeles 
agency, has notified creditors of 
the agency that a voluntary peti- 


|tion in bankruptcy will be filed 


on behalf of the agency. 
Financial difficulties of the 

agency stem from an uncollected 

account of about $100,000 owed 


|the agency by Cerveceria Tecate, 


S.A., brewer, against which the 
agency has filed an involuntary 
petition in bankruptcy which is 
now pending in Los Angeles bank- 


| ruptcy court. 


duce 175,000 television receivers | 


in 1949. Current production of 250) 
television receivers daily will be. 


AAAN Schedules Meeting 


The annual meeting of the Affil- 


' boosted to 10,000 a month with|iated Advertising Agencies Net- 
in| work will be held Aug. 18-20 in 


September. Avco’s Crosley Broad- Spokane, Wash. 


tisements might 


“good response”. 


The J. L. Hudson Co. copy featuring 
dresses at $7.95 ran in color and sold 
$37,000 worth in the five days. The 
Ernst Kern Co. ad featuring dresses at 
$2.98 ran in monotone and sold over 

$21,000 worth in five days. These two 

ads rang up a total of over 11,600 

individual transactions. 


Yes, Detroit and 


read and respond to The Free Press. 


Seems to us as though this accounting on 
these two full page (tabloid size) adver- 


‘THESE TWO ADS IN 


gre, 


be classified modestly 


Michigan people do 


THE ROTO SECTION 
_ OF THE SUNDAY FREE 


PRESS OF JUNE 13° 


SOLD OVER $58,000 
WORTH OF DRESSES 


advertising | 


| 


|; agency, 


Advertising Age, August 9, 19- 


Grant Adds Seven 
Foreign Offices; 
Has Total of 26 


Cuicaco—Grant Advertisin; 
Inc., which opened an office j 
Bombay, India, in February, ha 
opened seven additional office 
throughout the world in the pas 
90 days. 

The new Grant offices, bringin; 
the agency’s string of offices to 2: 
‘and its foreign offices to 19, hav: 
|been opened in Panama, Manila 
Hong Kong, Johannesburg an 
Capetown, South Africa, Karachi 
the capital of Pakistan, and Tai- 
peh, Taiwan (formerly Formosa). 

The South African offices came 
under the Grant banner by pur- 
|chase of Bernard Hill Pty., Ltd. 
and Mr. Hill will continue to di- 
rect them. The remaining five 
were opened from scratch by pres- 
‘ent members of the Grant staff, 
which now numbers nearly 1,000. 


Foreign Billings Soar 


Will C. Grant, head of the 
who has just returned 


| from a two-month trip by plane 


| 


'around the world, told ApDvERTIs- 


|agency now embraces a 


ING AGE that he believes the Grant 
larger 
world network of wholly-owned 
offices than any other agency in 


|the world. A reference to the latest 
|issue of the Standard Advertising 


| offices 


Register agency book seems to 
bear him out. Grant’s total of 26 
is one less than the 27 
listed by J. Walter Thompson 
Company, but the Grant lineup of 
19 offices outside the United States 
is one more than is shown by 
Thompson. McCann-Erickson, also 
prominent in the foreign field, has 
a total of 22 offices, with 12 of 
them in foreign countries, not 


| 


counting that agency’s affiliation 
‘with Cockfield, Brown & Co. in 
Canada, and with Publicidad 
Augusto Elias, S.A., in Mexico. 
Mr. Grant, who reported 1946 
| billings for his agency to AA as 
' $31,000,000, including approxi- 


| mately $10,000,000 in foreign bill- 


| ings, 


said that domestic billings 


'this year would probably exceed 
|last year by about $1,000,000, but 


| 


that foreign billings may be $5,- 
000,000 more than in 1947. 


Drive for Decoralite 


Lightolier, Inc., New York, 
maker of lamps and lighting fix- 
tures, is launching a campaign 
late this summer to _ promote 
Decoralite, a new lighting device. 
In September a series of full pages 
will appear in Better Homes & 
Gardens, House & Garden, House 
Beautiful, New York Times Maga- 
zine and The New Yorker. 

This month ads are scheduled 
to appear in Lamp Journal, Light- 
ing & Lamps, National Furniture 
Review and Retailing Daily. The 
agency is Al Paul Lefton Com- 
pany, New York. 


Lenox Names B&B 


Lenox, Inc., Trenton, N. J., 
maker of china, has appointed 
Benton & Bowles, New York, to 
handle its advertising. The ac- 
count was previously handled by 
Broomfield Podmore, Trenton. 
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»» in BUYING POWER 
»»> in RESPONSIBILITY 
»» im INTELLIGENCE 

»»> im INFLUENCE 


Top men in business know that a great deal of essential 
news is printed in the many advertisements describing 
useful machines, materials, equipment and services... 
They know that to run a business at a profit demands, in 
the first place, a broad knowledge of the ever-changing 
conditions that are taking place in this country and in all 
the countries of the world. 


Their one convenient and authentic source of basic 


information is— 


U. 8S. News & World Report 


WASHINGTON 


Circulation Guarantee 350,000 


plus a substantial bonus well in excess of guarantee 


Just released: America’s Top Business Executives Report on the Usefulness of the Management Magazines They Receive. Copies available upon request. 


» USEFUL NEWS FOR IMPORTANT PEOPLE — + 


(“Knowledge is Power’) 
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dent of Milprint, Inc., 
packaging converter, 
He will remain as 
the board and be succeeded as 
president by his brother, William 
Heller, who has been vice-presi- 
dent. 

Other executive changes are: 


Milwaukee 
has retired. 
chairman of 


| OUR BUSINESS Is THE HANDLING OF 


PREMIUM and CONTEST 


4 


hte SRI 0 


Responses 
FREE 16 PAGE BOOKLET 
Asaciated Activities Inc 


MINNEAPOLIS 3, MINNESOTA. | 


Hefter, 
manager; 
vice-president, 


in January, 


: |Roland N. Ewens, executive vice-| 

Heller Retires as president and treasurer; Arthur 

Milprint President Snapper, secretary and assistant 
M. T. Heller, founder and presi-| treasurer; 


25TH ANNIVERSARY 


REPRESENTED NATIONALLY BY 


aot” 


— | 


KFH WICHITA, KANSAS 
@® 5000 WATTS DAY AND NIGHT 
aan 
Al poo 


\ 
A) 


ASG 


ALWAYS 


ENTERTAINING 


For 25 years KFH has had a measuring stick for program- 
ming that can be summed up in three words, ‘‘Is it enter- 


taining?” 


Patterned to supplement CBS network shows, all 


KFH produced programs are carefully measured with this 


yardstick. 


Talent is rehearsed by capable production super- 


visors and music is selected with a fine understanding of 


listener preference. 


There's not much on the air these days 


that can steal an audience away from KFH. 


ADVERTISING GETS RESULTS 


ON KFH 


If you want to put a punch in 


your commercials, schedule them on KFH. Your com- 
mercials will be delivered with a professional touch 
that is comparable to the best network announce- 


ments. 


CBS 


KFH IS THE RADIO VOICE 
OF THE WICHITA EAGLE 


PETRY 


advance of the broadcast. 
has the complete KFH story. Ask him too, for the 
KFH open time schedule; he'll mail it regularly to 
your personal attention. 


IN WICHITA, 


KFH announcers STUDY their script well in 


Ask any Petry man, he 


TOP HOOPERATED OUTLET FOR YOUR ADVERTISING MESSAGE 
KANSAS, 


1330 Ke. 


color process 
photo-engraving 
photography 
typography 


Pontiac’’~”% 


pS 


and 


mpany 


812 W. Van Buren St. @ HAYmarket 1000 @ Chicago 7, lll. 


JULY BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 


without written permission. 


Pa 
1948 1947 
Industrial Group 
Gy AEE ickdcews tha ¥ks *68 *s2 
| American Aviation (semi- 

a eT era 36 87 
American Builder ....... 148 123 
American City .......... 121 139 
American Machinist (bi-w.) 12*521 2*539 
American Printer ........ 40 87 
Analytical Chemistry .... 85 82 
Architectural Forum ..... 116 106 
Architectural Record ..... 5142 130 
Automotive Industries 

SORIA Poste ee ocecse 165 189 
Aviation Maintenance .... 45 50 
Aviation Week .......... 102 *177 
Bakers’ Helper (bi-w.).... 1141 158 
+ din dws ne dene eee 88 76 
i Me “sca eto oss cet 34 27 
Brewers’ Digest .......... 88 42 
Bus Transportation ...... 119 $156 
Butane-Propane News .... ‘*101 *98 
ee AS Serre 13* 83 *17 
Ceramic Industry ........ *69 *70 
Chemical & Engineering 

Pee. Cad. was tibee dos en 118 115 
Chemical Whgineering .... 1278 275 
Chemical Industries ...... 197 102 
Chemical Processing Preview 111 98 
Civil Engineering ........ 38 42 
C08 BOG. ceca si toate ccees 127 138 
Commercial Car Journal. . 188 201 
Construction Digest (bi-w.) 206 143 
Construction Methods .... $164 133 
CORGEMONEE haces Were. _— §1038 
Contractors & Engineers 

Monthly (9%x14) ...... 88 58 

| Cosgrove’s Magazine... 87 41 
BRS PEE Rs oe'c oo v opine 77 99 
eS Pare 87 34 
DieSe! Progress (9x12) ... 51 53 
Distribution Age ......... 68 66 
Drug & Cosmetic Industry 120 133 
Electric Light & Power... 78 64 
Electrical Construction & 

Maintenance ........... 160 119 
Electrical South .......... 53 

| Electrical West .......... 68 71 

| Electrical World (w.) .... 1828 239 
SS Se *169 *192 
Engineering & Mining 

pO” Be ee ee 128 122 
Engineering News-Record 

DU: Seung tele ott ona babe ¢ 8§*397 %§*349 
Excavating Engineer ..... 39 33 
Factory Management & 

Maintenance ...... stace” "RD *236 
Fire Engineering ......... 39 $1 
WEG GON <c bans dacscics 121 148 
Food Industries ......... 147 150 
ND veces ciae's » *45 *46 
Food Processing Preview. . 47 87 
PUNE eveveduSe cdi eee *191 *185 
OS RPT Troe: cree 49 45 
PS A aaeee 69 74 
Heating, Piping and Air 

Conditioning ........... 0 136 
Heating & Ventilating ... 66 77 
Ice Cream Review ........ 101 97 
Industrial & Engineering 

FETS 20 109 
Industrial Finishing 

CEE DS as 6 dn 09 6006-400 76 80 
Industry & Power ........ 121 117 
OE MD EES vincch deesves 5*606 5*604 
Machine Design .......... *185 *188 
Machine & Tool Blue Book 

_, eee raasge 3 273 
OS Ree ea 268 275 
Manufacturers Record ... *33 *35 
Marine Engineering & 

Shipping Review ....... 79 106 
Mass Transportation ..... 29 44 
Materials & Methods...... 124 143 
Mechanical Engineering .. 86 94 
Mechanization ........... *93 *86 
Metal Finishing .......... 63 17 
Metal Progress ........... 96 121 
 ¢ —_ 108 105 
Milk Plant Monthly ...... 42 48 
Mill & Factory ........... 214 244 
Mining & Metallurgy ..... 22 27 
Modern Machine Shop 

CREED ote ob chee é0'v.es 259 295 
Modern Packaging ....... *163 *1387 
Modern Plastics .......... *130 *148 
Modern Railroads ........ 44 30 
National Butter and Cheese 

SE ae 58 59 
Nafienal Petroleum News 

Seeceae 608008 tues 2 99 123 
National Provisioner (w.). 19177 136 
National Safety News ... 57 
Oi] & Gas Journal (w.). | 188 *5R86 1§*496 
Operating Engineer ...... = one 
Organic Finishing ........ 15 
Packaging Parade (9%x12) ie 51 
P. r Industry & Paper 

RE Tick wens s ohn ae+ee 83 80 

Paper Mill News (w.)..... 13§*144 8 «§*118 

| Paper Trade Journal (w.) 4*205 5*190 
Business Papers 


‘Show 0.6% Gain 


Cuicaco—July listings of busi- 
ness paper ad volume in Indus- 
|trial Marketing show that 140 
industrial, 50 trade, 24 class and 
18 export publications ran a total 
‘of 26,669 pages, increasing 0.8% 
lover 26,462 last July. 
| As a group, the publications also 
'showed a gain for the first seven 
‘months of this year. The gain 
'was 0.6% over the corresponding 
period last year. An increase of 
(1,077 pages brought the seven- 
month total to 191,129 pages. 

Industrial publications showed 
the only increase for July. The 
|increase was 3.2% from 16,869 a 
'year ago to 17,410 pages. In seven 
months, industrials are up 0.8% 
to a total of 122,123 pages. 
| Trade publications also gained 


iin the seven-month period— 


'1.4% from 43,436 to 44,053. Class 
publications showed a 3% 


Unless otherwise noted, 
Roy E. Hanson, vice-/| 4nd have standard 7x10-inch type page. 
president in charge of sales; Bert 
vice-president and sales 
Lester R. Zimmerman, 
and Shy Rosen, 
vice-president in charge of east- 
ern operations. 


Issues New Rates 


Contractors & Engineers 
Monthly, New York, has issued a 
revised rate card effective imme- 
diately on all new business and 
applicable to present advertisers 
1949, except where 
contracts extend to a later date. 
The rate for less than 90 column | Brick & Clay Record ...... *41 *45 
inches has been raised from $12) 
| to $14 per inch. 


all publications are monthlies 


1948 1947 
Petroleum Engineer ...... $250 $281 
Petroleum Processing .... 50 27 
Petroleum Refiner ........ 165 154 
iy 2 7 eae §*1738 §*175 
Plant Engineering ....... "17 ote 
SS 49 49 
ORES SS ESS $184 216 
Power Generation ....... 85 115 
Practical Builder ........ 87 85 
Printing Magazine ....... 64 56 
Product Engineering ..... *250 *263 
Production mpplnedting & 

Management ........... 71 50 
Products Finishing 

( || ae 82 88 
mi! Architecture. . 82 83 
i... —e Sr 500 231 | 
Quick Frozen Foods & the 

SS nw ccececers 48 85 
Railway Age (w.) ........ 13269 247 
Railway Engineering & 

Maintenance ........... 65 57 
Railway Mechanical Engi- 

BG Ndiae'e 6 hc ccccemonce “oe 101 118 
Railway Purchases & Stores 144 144 
Railway Signaling ....... 28 28 
Roads & Streets ......... 108 74 
Rock Products ..........-. *85 *102 
Sewage Works Engineering 20 $37 
pe. aly RR 143 42 
Southern Power & Industry 84 89 
eS RR ogee *390 *405 
o's} schadnee oes ll ll 
Telephone Engineer ...... 54 53 
Telephony (W.) .......... 18*127 *1l4 
Textile Industries ........ $250 140 
. -& ) poe 201 192 
a *11l4 *112 
Tool & Die Journal 

TEs ‘ohebcsePaahbeess 115 128 
Tool » TEE ovdanteseas 90 82 
Traffic World (w.) ....... 13126 108 
Water & Sewage Works.. 59 188 
Water Works Engineering 149 85 


Welding Engineer ........ 54 62 


West Coast Lumberman.. *124 *118 
Western Canner and Packer $*54 $*45 
Western Construction News 91 103 
Wood Construction & 

Building — eae dee 41 29 
..  §& . eae *87 °75 
Wosdworking Digest 

PNT p's.kh vas eeceus *181 *182 
» » area 872 262 
World Petroleum ........ $134 $136 

EE. A baaes CANS Hage esed 17,410 16,869 

Trade Gro 
Air Conditioning & Refrig- 

eration News (w), 

TT Ah acncehae eee e 1*80 *74 
American Artisan ........ 124 121 
American Druggist ....... 113 122 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w.) ...... 1*141 *119 
Boot & Shoe Recorder 

ey eae *152 *180 
Building Supply News ... 120 118 
Chain Store Age— 

Administration Edition 

Combination ......... 33 39 

Druggist Editions ...... 59 76 

General Merchandise— 

Variety Store Edition. 97 97 

Grocery Edition ....... 164 160 
Department Store Economist 64 66 
Domestic Engineering .... 167 158 
Electrical Dealer ......... 45 58 
Electrical Merchandising 

eS 50 *172 
Electrical Wholesaling ... *71 *90 
Farm Equipment Retailing 67 70 
Farm Implement News 

ecie beahoees 12*§222 2§*221 
Fueloil & Oil Heat ....... 86 lll 
Te ke !”. ree 76 84 
SE . kiero vhs cee 23 21 
Hardware Age (bi-w.).... $777 $817 
Hatchery & Feed ........ 57 63 
momery & Underwear Re- 

Sabeeesbeeeténe és 117 125 
Implement & Tractor (bi- 

TTITI TTL TT TTT 1208 186 
tne ylement oS Fee 71 79 
Industrial Distribution ae 211 204 
OT OR aaa 94 82 
Jewelers’ Circular- evens 245 278 
Knit Goods Weekly...... 197 93 
Leather & Shoes Ce. Devers 13*98 $*108 
Lingerie Merchandising .. 8&8 89 
Liquor Store & Dispenser. 44 88 
nea ee 166 158 
IRE ee 127 141 
Motor Service ...........- 152 180 
NJ ae Jeweler) 

STEED otvbesvenesces 256 261 
National potticns’ Gazette 117 128 
National Furniture Review 189 117 
Photographic Trade News. 63 70 


Advertising Age, August 9, 194 


Pages 
1948 194 
Plumbing & Heating Busi- 

DD. we peeeedeeccdoccecce 80 t 
Plumbing & Heating Journal 63 t 
Plumbing & Heating 

WRG . obo sepcecers 22 ] 
Poultry Supply Dealer ... *39 *3 
Sheet Metal Worker ..... 74 * 
Southern Automotive 

EE oa 060 ghdis's doce e 122 ll 
Southern Hardware ...... 64 7 
Sporting Goods Dealer ... 148 15 
Sports Age ...-..-+-++0+- o4 . 
Super Market Merchandis- 

SD “inwwl stip oeee ee eeboSbe 90 10 
Syndicate Store Merchan- 

diser (4%2x6%) ....... ; 75 10 

| ye . 6,052 6,24. 

Class Group 
Advertising Age (w.) 

SED ot tice coe dees 1149 17 
American Funeral! Director 167 7 
American Hairdresser .... 44 4 

| American Restaurant .... 83 9 
Banking (7x10#) ........ 47 ry 
Chain Store Age—Fountain- 

Restaurant Combination 28 2 
Cleaning & Laundry World 41 2 
Dental Survey ........:.. 101 12 
Fountain Service ......... 46 Ay 
Hospital Management .... 80 7 
Hotel Management ...... 98 $12 
Hotel Monthly ........... 40 4) 
Industrial Marketing ..... 88 102 


Journal of the American 


Medical Association (w.) 9§*307 *25> 
COMED BOO o..cccccecccs *90 *9s 
Medical Economics (4%4x6%) 97 95 
Modern Beauty Shop ..... 73 77 
Modern Medicine (semi- 

mo.) (4%4x6#%) 109 120 
Nation’s Schools ......... 42 4) 
Oral Hygiene (4/,x77;)... 102 123 
Restaurant Management. . 76 74 
School Executive-School 

Equipment News ...... 33 27 
School Management 

CURMER TL) abe de 45 62 Bevo ll 431 
What's New in Home Eco- 

PTT ee ll ll 

DE” 6c cubaedshaccdanad 1,863 1,960 

mee se Group 
American Automobile 

(Overseas edition) ..... 92 73 
Americ Exporter (two 

EE tdi ihc 0.6 0-0 cher elt 803 $14 
Americfin Exporter Indus- 

trial (two editions) .... 198 178 
Automovil Americano .... 100 94 
Caminap y Calles ........ 82 28 
Embote@lador ............ 36 48 
Farmaqeutico ............ 54 71 
Hacienda (two editions) .. 122 181 
SE chs é wh c cdpetes oo 14 18 
Ingenieria Internacional 

COMSEFUCCION 2... ceccecss 81 71 
Ingenieria Internacional 

DD s 645 0c e4h-5906% 86 122 
McGraw-Hill Digest ...... 18 11 
Petroleo Interamericano. . a $73 
Pharmacy International. . 23 
Revista Aerea Latinoameri- 

WE toca deceaceets ences 21 *21 
Revista Rotaria .......... 9 8 
a oral Hygiene 

(OxT t dé Gesaecaeeees 41 * 50 
Textik | MEE ad 63 57 

Se ibak wavecaevenyanta 1,344 1,891 

$Includes a special i 

*Ineludes classified ‘advertising. 

1Estimated. 

“Three issues. 

®*Five issues. 


‘July and August 1947 issues of School 
Management were combined. 

5Pharmacy International published its 
first edition in June, 1947. 

1947 figures cover both Aviation and 
Aviation News, which were incorporated 
into Aviation Week as of July 7, 1947. 
July, 1948, figure includes Air Transport 
which was incorporated into Aviation 
Week as of April, 1948. 

7Operating Engineer published 
regular issue January, 1948. 

*Does not include advertising in special 
Western section. 

*Plant Engineering published its first 
issue November, 1947. 

Water Works 
The 1947 


its first 


As of January, 1948, 
Engineering became a monthly. 
figures are based on two issues. 
Corrections: 

Electrical World has corrected 1948 six 
month total of 1326 to 1628, 

May, 1947, figure for Excavating Engi- 
neer should have been 380 instead of 191. 
Industrial @ Engineering Chemistry has 
corrected 1948 six month total of 724 to 


4. 

Modern Medicine has corrected 1948 and 
1947 six month totals of 863 and 917 to 
872 and 864. 


crease from 16,150 to 15,659 pages, 


and export publications a 0.3% | 
decrease from 9,324 to 9,294 pages. | 


For July, these three groups 
showed declines: Trade publica- 
tions, a 3.1% drop from 6,242 to 


6,052 pages; class publications, a | 


4.9% drop from 1,960 to 1,863 
pages; and export publications, a. 
3.4% drop from 1,391 to 1,344) 
pages. 


Thomas Sains WOIC, 
New Video Station 


Eugene Thomas, sales manager | 


of WOR, New York, since 1938, 
has been appointed general man- 
ager of WOIC, Washington tele- 
vision station owned by the Bam- 
berger Broadcasting Company. 
His appointment is effective | 
Sept. 1. 

WOIC is expected to go on the| 
air with a test pattern on Sept. 1 
and televising on a_ regularly) 
scheduled basis Oct. 1. The sta- 
tion will be linked with WOR-TV, 
New York, to form the nucleus of | 


|a regional network affiliated with | 


de-| 


Mutual. WOR-TV is scheduled to! 
go on the air late this fall. 


} . . 
International Silver's 
‘Joan’ Bows in ‘Life’ 
International Silver Company, 
Meriden, Conn., will run full-color 
pages in Life every fourth week 
for a year, beginning this fall, on 
| its 1847 Rogers Brothers quality 
plate and International sterling 
| silver lines. A full-color page on 
1847 also will run monthly in the 
Ladies’ Home Journal. 
| The October ad in Life will in- 
|troduce a new sterling pattern, 
|Joan of Arc, timed with the re- 
'lease in October of Ingrid Berg- 
man’s new picture. Agency for 
| the two lines is Young & Rubicam, 
New York. International’s Holmes 
|& Edwards division is handled by 
| Newell- Emmett Company, New 
| York. 


‘Names Pan American 


Pan American Broadcasting 
Company, New York, has been 
| appointed United States and Cana- 
| dian representative for La Voz de 
Quezaltenango (TGQ-TGQA) in 
Quezaltenango, Guatemala. A gov- 
|'ernment-owned commercial out- 
| let, this is the city’s only station. 
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viation 


s first 


GLOTZ’S 
GIMMICKS 


The biggest one-time shot 
in the world, eh, Judson? 


Judson: Why, yes, sir... and you can see 
it for miles! 


Chairman: I don’t care if you can see it 

half way ’round the world... it happens only 
>" once! That kills it as far as I’m concerned. 
No one-time-shot ever built up the steady de- 
mand that makes a business grow. 


Judson: But our budget... 


Chairman: That's just the point! The only adver- 
tising we can afford is the 
kind that works for us 
month in and month out. 
We can’t sacrifice continuity 
in order to buy big circula- 
tion. Pick out an audience 
that we can afford .. . make 
sure that they are potential 
customers for us .. . then 
let’em have it continuously! 


Judson: What did you have in mind? 


Chairman: Where were you when the RED- 
BOOK man was around? Haven't you heard about 
nearly two million REDBOOK families? Most of 
them are young...they’re still making up their mind 
as to the brands they like... let’s make them like our 
product. They've got SIX BILLION DOLLARS 
to spend, and we can tell them our story in full 
pages every month in the year for $52,800. 
Our budget will like that. 


Let’s get out of this sand pile and send an 
order to REDBOOK. It'll be the making of us! 


444 Madison Avenue, New York 22, N. Y. 


REDBOOK 
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Sets Wireway Drive 


Wire Recording Corporation of) 
America will begin a test cam-| 
paign in New York newspapers 
this month for the Wireway port- 
able magnetic wire recorder. The 
company expects to launch a na- 


tional promotion in September. 
The agency is Dorland, Inc., New 
York. 


When you] Remember 
needa =| wM. F. RUPERT 
BIR TA 
LUST |e rete son, tow vot 1 


CH 2-3757 


‘Y&R Names Merrill 


Edward A. Merrill Jr., account 
executive, has been appointed act- 
ing manager of the San Francisco 
office of Young & Rubicam. How- 
ard Williams, former manager, re- 
signed to become general manager | 
of the Wine Growers Guild, Lodi. | 
Mr. Merrill worked in Y&R’s New 
York and Hollywood offices be- 
fore moving to the San Francisco 
office last March. 


Clements Gets Thrivo 


Modern Food Process Company, 
Bridgeton, N. J., has appointed the 
Clements Company, Philadelphia, 
to handle advertising of Thrivo 
dog food. Newspapers and radio) 
will be used. 
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‘Nowadays’ Offers 
Monthly Grocery, 
Drug Sales Audit 


Small-City Weekly 
Supplement Due 
Next November 


Cuicaco—Nov. 15 has been set 
as the date for launching Nowa- 
days, weekly supplement for daily 
and weekly newspapers in mid- 
western towns of under 25,000 
population. 

K. Lyman Ames, president and 
publisher, last April announced 


|that the publication will be dis- 


tributed with 305 newspapers hav- 

ing a total circulation of 825,000 

(AA, April 26). 
While that 


circulation still 


\stands, the advertising rate has 
|changed somewhat, now being 
'$4.10 an agate line, maximum, 
and Mr. Ames has disclosed sev- 
eral developments affecting ad- 
| Vertisers, the newspapers carrying 
the supplement and retailers in 
the small cities served. Among 
these: 

Nowadays has, through Gould, 
Brown & Sumney, market research 
firm here, completed “what is 
|probably the most exhaustive re- 
search and survey job ever done 
in cities (and their retail trading 
areas) of 25,000 and under.” Re- 
sults of the survey, showing home 
ownership, shopping habits, brand 
preferences, etc., are available to 
advertisers and agencies. 


Starts Store Audits 


Gould, Brown & Sumney has 
begun a store-auditing service for 
Nowadays by which the publica- 
tion, at no extra charge, will fur- 
nish a monthly audit of grocery 
jand drug sales to the advertisers. 
|In addition, it will show extent of 
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bought by 1,600,000 women when they are buying at the 


7,175 chain grocery stores of ALBERS + AMERICAN + BOHACK 


COLONIAL+ FIRST NATIONAL+ JEWEL+ RED OWL+SAFEWAY 


Advertising Age, August 9, 194: 


distribution of manufacturer 
|products in all stores in the 3( j 
|cities covered. 

| Nowadays each month will pul 
lish nine “merchandising mag: 
zines” of special interest to r« 
tailers in the grocery, drug, de 
|partment store, farm equipmen 
appliance and other  retailin 
fields. This is an extension < 
elaborate tie-in service previous] 
announced. 

Each of the merchandisin 
magazines will tell retailers abou 
ads to appear in the supplemen: 
in plenty of time for them to rw 
tie-in ads in the local newspape: 
ito stock up items advertised, et< 
The retailer magazines will als 
include any inserts which Nowa- 
days’ advertisers wish to include. 
(Argosy recently announced 4 
similar plan.) 

In addition, Nowadays has pre- 
pared an elaborate study for ad- 
vertisers and agencies, based 
largely on the Gould, Brown & 
Sumney studies, to show that the 
counties covered (only the county 
in which each newspaper is pub- 
lished is claimed in any of the 
figures) constitute in the aggre- 
gate the third top market in the 
nation from the standpoint of 


effective buying income. 


Hangauer Is Ad Director 


Harold E. Hangauer, recently 
added as vice-president and ad- 
vertising director, stressed Nowa- 
days’ chief selling angle: That all 
the cities covered by the publica- 
tion are outside metropolitan areas 
in the Midwest and are relatively 


a virgin territory in respect to 


single medium coverage. In addi- 
tion, he emphasized that the many 
merchandising aids should for the 
first time permit a manufacturer 
to get adequate retailer coopera- 
tion in the cities served. 

Howard L. Benn, president of 
Gould, Brown & Sumney, pointed 
out that his sales audits will for 
the first time permit manufac- 
turers to determine the extent 
of their distribution and sales in 


Reprinted from the 
New York World-Telegram, 
July 8, 1948 


cities of 25,000 and under. A. C. 
Nielsen Company, he observed, 
|does not break down its bi- 


|monthly grocery inventories to the 
'25,000-and-under classification. 

| Mr. Ames said that Nowadays 
will increase its circulation gradu- 
jally. Later it will launch other 
sectional editions, covering the 
East, South and West. Editions 
will be limited to 32 pages. He 
said publishers from every state 
have asked for the publication. 


Start Research Company 


Buckley - Thomas & Sager, dis- 
tribution and marketing consult- 
ant, has been organized at 20 E. 
Jackson Blvd., Chicago, with a 
| New York office at 512 Fifth Ave. 
| Members of the firm are Thomas 
|S. Buckley, formerly with C. C. 
Chapelle Company; David 
Thomas, and S. S. Sager, certified 
public accountant and statistician. 
The firm is affiliated with the Gil- 
| bert Youth Research Organization, 
New York, and acts as its mid- 
western representative. 
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‘More women read more retail food 
advertising in the Journal-American 
than in any other New York newspaper 


New York retail grocers have a time-established 
recipe for reaching homemakers. They use the 
Journal-American consistently and in overwhelming pref- MOR E 
erence to any other newspaper. 


| For the first six months of this year the Journal-American u | 
= im published more retail food linage than the entire morn- FO R yO é 
ii ing newspaper field . . . and more than the next two 

evening papers combined. Significantly, this represents a 
59% gain over the same period last year. 


Six Months Circulation 
for period ended March 31, 1948 


There’s a very good reason for this intense concentra- * 

tion in the Journal-American. For through the Journal- EVENING 
American food retailers can be sure of reaching more 

women in the home than through any other New York 711,469 
evening newspaper. SUNDAY CITY 


And conversely, housewives rely on the Journal-American AND SUBURBAN 


to save time and money on menu-planning ... a reli- l OO] 961 
5 5 


ance quickly transferred to all products advertised in 
this powerful, home-going newspaper. SUNDAY TOTAL 


1,262,085 


YOUR STORY STRIKES HOME IN THE 


SS! a Y s 


FOR IFO \\WS THE JAMERICAN J PEOPLE > 


A HEARST NEWSPAPER 
: NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Hollander Sets Contest 
, to Promote Fur Sales 


A. Hollander & Son, Newark, 
N. J., will start a contest for both 
consumers and _ salespeople to 
promote furs this month. Prelim- 
. inary announcements of the con- 
ES , test for salespeople appeared in 
Fur Age, Fur Reporter, Merchant’s 
Trade Journal and Women’s Wear 


|Daily. The consumer contest, 


based on writing a 50-word letter | 


on “I want a fur coat because,” 
will offer fur coats and other 
prizes and will be promoted with 
pages in Life, Mademoiselle, and 


the New York Times Magazine. | 


Grey Advertising Agency, New 


York, has the account. 


Barnes Joins Dorland 


== top economists. 


Advertising Age, August 9, 194 


maintains inflation is probably to 
much for Congress during an elec 
tion year, but the realities of in 
flation are underlined by the late: 
report of Commerce Department’ 
Their analysis i 
the July issue of the “Survey o 
Current Business” finds little ag 


By STANLEY E. COHEN, Washington Editor. 


gregate improvement in produc- 
tion to compensate for increase 


; Howard G. Barnes, former pro- | 
‘ : ducer-director of the Columbia/| 
; Ah Gebbledygeok! Broadcasting System, New York, | 
Desfe » — 4 ba has been appointed director of the 
print” in today’s maga- newly formed radio and television 
zine ads. Send for hor- department of Dorland, Inc. Prior | 
rible examples. May find to his association with CBS, Mr. 
- > Barnes was with the Music Cor- 

poration of America, WOR, New 


Box 7087, Advertising Age 
, 100 E. Ohio St., Chicago 1, HI. | York World-Telegram and Lord & 
Thomas. 


CHURCH PROPERTY 


ADMINISTRATION 
: Published bi-monthly at Milwaukee, Wis. 


| Price Control, Spending Plans 


The move to block public hous- | 
ing for the present got a power-| 
ful assist Tuesday from former 7 - : 
Federal Reserve Chairman Mar- CU#s ng me round net = 
riner Eccles, who has long argued here gas SAS COMMENES SAVE 
|that it is time to put the brakes |? ae 
on the boom in housing and other | 


a demand pressures. Pressure ha: 
Don’t Jibe, Eccles Argues been considerably increased by taa 

WAsHINGTON—Foes of the pub- 
lic housing provisions of the Taft- 
Ellender-Wagner housing bill have 
argued effectively at the special 


congressional session that large- 


He *% * 


While Congress debated a hous- 


fields. I. 7 
scale construction programs at ing program for low income fam- 
us Eccles, who was eased out of |... : a 
h l ™ , A 
this time would mean “not more | jhe chairmanship last spring, ilies, the National Association of 


houses, but more’ expensive 
houses,” with private builders 
scrambling for all the available 


|Real Estate Boards issued a re- 
|minder that well-located retail 
|business and office space is at a 


|champions credit restrictions 
which would undoubtedly dampen 


: /business activity. In his appear- , oa 
construction manpower and sup-' ance Tuesday he said it is incon- | P™¢™ium, too. An association sur- 


plies. sistent to talk of price control on | V°Y finds well-located retail space 
The economic argument con-| one hand, and new spending pro- ‘short in 81 of the nation’s cities. 

vinces many congressmen whe are | grams on the other. Office space is short in three oe 

not the least bit concerned over | ¢ *¢ *@ - four ous, and office rentals 

the familiar allegation that “pub- | Eccles’ call for bi-partisan ef- on 56%. Pe te 

lic housing is socialistic.” \forts to halt the spending which | 


The number of civil aircrajt 


METROPOLI 
: SS 


97.6% ae 


IN EFFECTIVE BUYING INCOME 


TAN 


OOM 


15.5% Tucreace 


IN POPULATION 


NOW a greater market than: DES MOINES 


—-C.B.5.— 


Duluth Herald & News-Tribune 
STATION K DAL 


station WEBC 


— N.B.C.— 


the QUAD CITIES 
PEORIA 
TULSA 


Superior Evening Telegram 


STATION W DSM 


—A.B.C.— 


'| citrus product. 


reached 97,743 on July 1, 1948, an 
increase of only 15,000 in a year. 
|The Civil Aeronautics Board re- 
| ported last week that detailed 
|analyses of the types of aircraft 
\and their location by states and 
county are available from CAA’s 
alert Office of Aviation Informa- 
tion. 
% a 

FTC warned last week that an 
advertiser cannot escape responsi- 
bility for false statements by hid- 
ing behind testimonials. Ordering 
copy changes for ‘“Rootone,” a 
plant hormone powder, the com- 
missioners ruled that “testi- 
monials, even though written in 
good faith by well meaning in- 
‘dividuals, are wholly insufficient 
to overcome the expert testimony 
concerning the lack of effective- 
ness of the product.” 

a at wm 

Justice Department announced 
new anti-trust field offices for 
Philadelphia, Jacksonville and 
Kansas City, and staff increases in 
| half a dozen industrial centers to 
speed the legal war against “con- 
centration of economic power” im 
food, clothing and housing. Be- 
fore the ink was dry on the mim- 
|eographed release, House GOP 
‘leaders were on the floor to re- 
|mind the public that Republicans 
|provided Justice Department’s 
| anti-trust forces with more gen- 
‘erous working budgets than the 
‘administration requested. 

th ah % 

The American Retail Federation 
asked Attorney General Tom 
‘Clark to force Army exchanges 
‘and Navy ships stores to collect 
‘the 20% federal excises on jew- 
elry, furs, toiletries and luggage 
'which they handle. Though clien- 
‘tele of these stores is limited by 
‘law to members of the armed 
'forces, their families and a few 
|others, the 20% price advantage 
is unfair to retailers, the associa- 
‘tion says, in asking the Attorney 
|General to terminate a_ special 
/wartime tax waiver arrangement. 


Citrus Foods in Drive 
Southern California Citrus 
'Foods, processing division of Mu- 
'tual Orange Distributors, Red- 
| lands, Cal., has under way a sum- 
|mer. campaign that the company 
'claims is the largest ever con- 
| ducted in the West for a canned 
The drive is for 
Real Gold lemon base, lemon con- 
_centrate, and includes four-color 
pages in The American Weekly 
|/and the August and September is- 
sues of Sunset, selective radio and 
| newspapers, including comic page 
ads. J. Walter Thompson Com- 


| pany, Los Angeles, is the agency. 


Ford Advanced 


William J. V. Ford, head of the 
| classified department, has been ap- 
| pointed advertising director of the 
| Boston Post, succeeding Charles 
W. Rogers. 
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Hewitt to Head 

English Agency 

Setup in NY 
Lonpon — Anderson F. Hewitt, 


former account executive with J. | 2€ss- 
Walter Thompson Company, Chi- | oe ol oe 

cago, has been Scott Names McLaughlin Kay Saks Sets Drive 
appointed presi-,| Charles E. McLaughlin has “ly Kay Saks of California, San 
dent of Benson & | appointed vice-president and cre-| Francisco manufacturer of wom- 
Mather, Inc.,| ative director of Scott, Inc., Mil- en’s suits and coats, will promote 


American organ- | Waukee agency. 


‘Joins Buffalo Agency ‘Hunter Heads Sales 


| Marjorie Reiss, formerly adver-| Maxwell J. Hunter, formerly 
|tising manager of Consolidated | with Duncan A. Scott & Co., pub- 
Laundries Corporation, New York, | 

has 
Inc., Buffalo agency, as account| manager of Pacific Wood Indus- 
executive in charge of new busi- | tries, with offices in the Mills 
creo San Francisco. 


lishers’ representative, San Fran-| 


per’s Bazaar, Holiday, New York 
Times Magazine, Today’s Woman 
and Town & Country. Window 
displays, 24-sheet posters, news- 


will be furnished to 
Elliott, 


Francisco, is the agency. 


paper ads and radio commercials 
retailers. 
Daly & Schnitzer, 


San 


joined Greenfield-Lippman,| cisco, has been appointed sales | 


its Travel Tones this fall in Har-| 


Gives you a better value, dollar 
for dollar, than any other medium 


in this highly important field. 


GEORGE T. HOPEWELL, EASTERN REPRZSENTATIVE + 101 PARK AVENUE. NEW YORK 


ization made up 
of two leading 
English agencies 
soon to be op-| 
erating in New 
York City. The) 
agency’s name. 
will be changed | 
to Hewitt, Og-| 
ilvy, Benson & Mather. 

Mr. Hewitt has been associated 
with the Thompson agency since | 
1938 with the exception of four | 
years spent in the United States | 
Navy. While at Thompson Mr. | 
Hewitt handled Swift’ning, Swift's | 
Premium Franks, Brookfield sau- | 
sage, Jewel shortening, oil and | 
supervised such radio shows as_| 
the “Breakfast Club” and “Archie 
Andrews,” both sponsored by 
Swift. 

Prior to being with Thompson, 
Mr. Hewitt was a copywriter for | 
McCann-Erickson and head of the | 
radio department of J. Stirling | 


Getchell, Inc., New York, from | 
1935 to 1938. 


A. F. Hewitt 


Names Byer & Bowman 


Robbins & Myers, Springfield, | 
O., has appointed Byer & Bow- | 

man Advertising Agency, Colum- | 
bus, O., to handle the advertising 
of the company’s Propellair and | 
hoist and crane divisions. The re-| 
mainder of the Robbins & Myers | 
account will continue to be han-| 
dled by the Chicago office of Er- | 
win, Wasey & Co. 
Edson Green Promoted | 

Edson K. Green, who joined In- | 
ternational Salt Company, Scran- 
ton, Pa., in 1929, has been ap-. 
pointed general sales manager of | 
the company. He has been assist- | 
ant sales manager since 1945. 


C-P-P Promotes Murphy 

W. Harold Murphy, Toronto | 
district sales manager, -has been | 
named acting western divisional | 
manager of Colgate-Palmolive-| 
Peet Company, Toronto. 


Reach the 
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Your advertising gets more readers per thousand 
circulation in POPULAR MECHANICS because our 
readers—having the P M. Mind—read ads deliberately. 


TO SELL ANYTHING MEN BUY... 


% That means ANYTHING from shoes to 


shampoo... razors to raincoats... ties to 
tires... watches, cars, radios, golf balls, pipe 
tobacco, cameras, shotguns, fishing rods, 


railway vacation trips —a list without. end. 


More than ONE MILLION circulation 
. «. More than 4'4 MILLION male readers 
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Adds WAVE-TV, WSAU 


NBC added an AM and televi- 
sion station when WAVE-TV, 
Louisville, joined NBC’s video 
network 


AM affiliates to 170. WAVE-TV 
is owned by Wave, Inc., NBC’s 
AM affiliate in Louisville. 
station will begin operating about 


and WSAU, Wausau, | 
Wis., brought the number of NBC | 


The | 


ST. JOSEPH NEWS-PRESS 
St. Jovoeph Ouzette 


Oct. 15. WSAU is owned by the 
Journal Company, Milwaukee. 


Bridge Advanced 


Earl R. Bridge, merchandise 
manager, has been appointed sales 
manager of the Detroit Vapor 
Stove division of Borg-Warner 
| Corporation, Detroit. He will be in 
charge of sales of the White Star 
| line of gas ranges. 

. . ’ 
Joins ‘Design News’ 
| William H. Relyea Jr., formerly 
|with Reinhold Publishing Com- 
|pany, has been appointed New 
| England manager of Design News 
j}and assistant to the president of 
| Rogers Publishing Company, De- 
| troit. 


sg 


SERVICE 


BINDERY CO., inc. 
$UPerior 5105 


- PORTFOLIOS * MOUNTING | 
— DIE-CUTTING 
_ PAPER and BOARD LINING 


* EASELING 


360 EAST GRAND AVE., CHICAGO 11, ILL. 


| 


| Gas Range Sales 
Gain 242% in ‘48 


Over Last Year 

New Yorx—Sales of automatic 
gas ranges built to “CP” stand- 
\ards increased 242% for the first 
|five months of 1948 as compared 
| with the same period of 1947, ac- 
\cording to the Gas Appliance 
Manufacturers Association. Dur- 
‘ing this same period sales of all 
gas ranges gained 24.3% over the 
previous year and reached an all- 
time high of 1,172,000. 

The association reports that a 
large part of this increased de- 
mand for automatic gas ranges is 
the result of the $8,000,000 being 
spent by the industry to acquaint 
the public with the advantages of 
modern automatic gas ranges. 

Gas is the cooking fuel now 
used in two out of three of the 
38,000,000 homes in the United 
| States, the association states. 


| Rejoins Baker Agency | 
__R. D. Albertini, who was with | 
the Baker Advertising Agency, | 
Toronto, for 15 years before join-| 
|ing the Canadian Army, has re- 
| turned to Baker as head of the re- 
search department. 


Gets Soap Account 


Continental Soap Corporation, 
Chicago, has placed its advertis- 
ing with Maple Associates, Chi- 
cago. Direct mail and trade pub- 
lications will be used. 


Westheimer Adds Three 


Westheimer & Co., St. Louis, 
has been appointed to handle ad- | 
| vertising of Mutual Bank & Trust 
Company, Disco Distributing 
Company and Wright Motor Com- 
pany, all of St. Louis. 


Fun fading from the scene is the 
sight of poor husbands trudging 
to the store, returning an arm- 
load of empty hotles. 
The reason? They're now buy- 
ong Royal Family soft drinks in 
no-deposit throw-away bottles 
and alter enjoying the contents, 
they toss away the empty borties. 
YOU can enjoy the same mod- 
ern convenience. Simply select 
Royal Family soft drinks. No 
empties to return, no deposit to 
pay when you shop the 


9 


Bova: Faunr way. 
Soy 
Rovar Famurel 
DODO —The “poor husbands who 


trudge to the store returning an arm- 
load of empty bottles” get a tip on 


town, 


Bennett, 


To Bennett, Walther 


Litecontrol Corporation, Water- 
manufacturer 
lighting equipment, has. appointed 
& Menadier, | 


Mass., 


Walther 


of 


Royal Family's new throw-away bottles 
in this newspaper ad by the Denver 
bottling company. 


Throw-Away Bottle 


The Sunday edition of The Blade 
replaces the Toledo Sunday 


Times. The Times continues as 


a morning daily whose effective 


coverage of overnight news has 


won steadily increasing 
readership. 


MEMBER OF AM 


(Effective August 1, 1948) 


One of America’s great daily newspapers 


now becomes also one of America’s 


great SUNDAY newspapers... giving 


advertisers access seven days of the week 


to the prosperous city and 14-county 


Double-Value Toledo Market penetrated 


by The Blade to a degree that is most 


unusual among newspapers of the nation. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 


ERICAN NEWSPAPER ADVERTISING NETWORK 


| Boston, to handle its advertising. | © 
for Soft Drinks 


Sparks Sales Rise 


DenveR—Royal Family Bottling 
|Company here believes it has 
found the answer to the carbon- 
ated beverage bottler’s problems 
'—and can point to a 500% sales 
increase to prove its point. 

Responsible for the sales rise is 
its new one-way, throw-away bot- 
|tle, designed for soft drinks by 
|the Knox Glass Company, Knox, 
'Pa., and manufactured by the 
|/Denver Glass Bottle Company. 

The project originated four 

| years ago, when company princi- 
pals received a complaint from a 
chain grocery customer regarding 
_the amount of time spent by its 
employes sorting bottles. 
_ Robert E. Warren, former Colo- 
‘rado state publicity director, Re- 
publican candidate for lieutenant 
governor, and local insurance ex- 
|ecutive, and his associate, Paul 
Spencer, sought the one-way bot- 
| tle as a method of improving the 
/merchandising position of carbon- 
‘ated beverages, and answering the 
complaint at the same time. 

Each bottle holds 25 ounces, is 
| three-fifths the height of the usual 
large bottle and the dealer price 
on a case of 12 is $1.20, which 
|meets competition here. The bot- 
tle retails at 15 cents or two for 
25 cents. 


| Although the throw-away bot- 


tles cost three cents each, and are 
used once, while returnable bot- 
tles cost from four to five cents 
apiece and are used some 13 times, 
the handling, re-labeling, ware- 


/housing and sterilizing expenses 
| bring the total cost of returnable 


bottles up to two cents per use. 


Outgrows Its Plants 


The company broke its adver- 
tising promotion supporting the 
new bottle the end of July, with 
copy up to 640 lines in the Denver 
Post and the Rocky Mountain 
News, and currently is operating 
on a budget of $1,000 monthly. 

Twenty per cent of the budget 
goes to radio spot announcements, 


four a day, over KMYR, plus a 15- 


minute Kid Quiz show over KTLN 
on Saturdays, with the nine bev- 
erage flavors used as giveaways. 

This fall, the company will 
break a campaign aimed at moth- 
ers, accenting the place of carbon- 
ated beverages in a home with 
children, and, eventually, outdoor 
will be used. 

Royal Family Bottling Com- 
pany already has outgrown its 
Denver plant, will complete a new 
and larger one by winter, and will 
finish construction on bottling 
plants in eight Colorado towns— 
and all because of a new bottle. 

Wayne Welch, Inc., directs the 


| account. 
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Mengel Doubles 
Total of Buyers 
This Year: Voit 


LOUISVILLE — Alvin A. Voit, 
p esident of the Mengel Company, 
anounced last week that a pro- 
gam of increased distribution, 
coupled with a strong national ad- 
veortising campaign, has enabled 
the company in recent months to 
double the number of stores han- 
diing Mengel Permanized Furni- 
ture. 

“This is in the face of the de- 
cline in store buying generally,” 
Mr. Voit said. He explained a 
13% decrease in shipments of 
trade-marked furniture in the 
second quarter of this year to “the 
fact that the company shipped too 
much furniture to too few stores” 
earlier in the year. “Consumer 
buying has held up well,” he said. 

He made the announcement in 
releasing the company’s report for 
the second quarter, ended June 
30. The report showed that Men- 
gel and its wholly-owned subsidi- 
aries increased net profits in the 
first half of 1948 to $1,229,233, 
equal after preferred dividends to 
$2.12 per common share, compared 
with $1,105,844 or $1.90 a com- 
mon share in the corresponding 
period last year. 

Sales in the first half of this 
year were $19,160,796, compared 
with $17,292,492 in the first half 
of 1947. 


U. S. PLYWOOD TELLS 
EXPANSION PLANS 


New YorkK—A planned expan- 
sion program costing several mil- 
lion dollars was described in the 
United States Plywood Corpora- 
tion’s annual report, released last 
week. 

Lawrence Ottinger, president, 
said in the report that the com- 
pany “has committed itself to new 
plants, operations and distribution 
units involving substantial expen- 
ditures in addition to the $4,300,- 
000 invested in capital assets dur- 
ing the past fiscal year.” 

He also reported the marketing 
of Weldwood moldings, new 
aluminum moldings faced with 
wood veneers to simplify plywood 
installations, and said they would 
be featured in a “national adver- 
tising campaign to promote use 


of fine plywood for paneling 
homes and offices.” 
U. S. Plywood consolidated 


PRESSURE-SENSITIVE 


POINT- OF - PURCHASE ADHESIVES © 


Give your salesman a Kleen-Stik gum- 
med poster and watch him smile! Kleen- 
Stik eliminates all dealers resistance 
No moisture... no glue. . . no tacks 
- « « Mo messy stickers to ruin fixtures 
and inflame tempers. Simply peel the 
protective covering and press the piece 
into place. There it r i indoors 
or out—until removed. No razor blades 
—lifts right off! 


Get it up and Keep it up! 


A small spot on each corner or a thin 
strip down each side is all you need. 
Holds securely to any hard, smooth sur- 
face; resists heat and moisture. Yes, 
every space is a Kleen- 
Stik Place! 


Available through any 
printer or lithographer 


KLEEN-STIK PRODUCTS, Inc. —~ 


2611 S. Indiana Ave. Chicago 16 


|sales, excluding sales of uncon- 
|solidated subsidiaries, were $62,- 
'§53,000 for the year ended April 
|30, up 43% from the previous 
year. Net profit, including equity 
|on undistributed earnings of com- 
panies not consolidated, was $8,- 
171,000, compared with $5,940,000 
the previous year. 


Binyon Names Mackay 


Wallace Mackay Company, Se- 
attle, has been named to handle 


the advertising of Binyon Op- 
tometrists, with offices in eight 
Washington cities. The appoint- 
ment becomes effective Oct. 1. 
Newspapers, transit ads and radio 
will be used. The account was 
formerly handled by Ruthrauff & 
Ryan, Seattle. 


Hamilton Retires 


H. L. Hamilton has retired as 


advertising manager of the West- | 


ern Union Telegraph Company, 
New York. He has been with the 
company since 1923. 


Gets Blouse Account 


Prudential Advertising Agency, 
New York, has been named to 
handle the national advertising of 
Naomi-Jean Ltd., New York, 
women’s blouse manufacturer. 


‘Rhodes Names Daniels 


H. M. Daniels, formerly assist- 
ant sales manager of Kalart Com- 
pany, Stamford, Conn., manufac- 
turer of cameras and synchronized 
flash equipment, has been named 
| vice-president and general sales 


;manager of M. H. Rhodes, Inc., 
Hartford, maker of timing con- 
trols, succeeding W. E. Haywood, 
who has resigned. 


(Simpson-REILLY, LTD.) 
Publishers Representatives 


SINCE 1926 


LOS ANGELES GARPIELD BUILDING 
SAN FRANCISCO RUSS BUILDING 


SEATTLE NEW WORLD LIFE BLDG. 


a 


Its impossible 


Ss 
C'You cant cover California's Bonanza Beeline 


without on-the-spot radio 


You wouldn’t knowingly pass up a market with higher retail sales 
than all of San Francisco’s and all of Seattle’s combined. Yes, 
that’s the actual “cash register” value of the Bonanza Beeline! 


But you do pass up the Beeline if you depend on outside radio 


to sell there. For this part of California and Nevada is sur- 
rounded by mountains, which turn away outside radio signals. 


So to be sure you reach Beeliners, use the five BEELINE stations 
—the stations in the market. 


Buy the BEELINE combination to blanket the market. Or 
buy individual BEELINE stations for top local coverage. For 


| instance, if it’s Sacramento you want, it’s KFBK you want. 
In a recent Hooper, KFBK led all competition with an audience 


share of 24.7 for total rated time periods. Get the full Beeline 
story from Raymer. 
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MCCLATCHY BROADCASTING COMPANY 


KFBK 


Sacramento (ABC) 
10,000 watts 1530 kc. 


SACRAMENTO, CALIFORNIA @ 


PAUL H. RAYMER CO., National Representative 


KOH KERN KWG KMJ 
Reno (NBC) Bakersfield (CBS) Stockton (ABC) Fresno (NBC) 
1000 watts 630 kc. 1000 watts 1410 kc. 250 watts 1230 ke. 5000 watts 580 ke 
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Unique Video Set Fi 
Offered by New | 
‘House 0° Charm’ 


| 
Detroit — Jaded television ad- 
vertisers, tired of drab studio set- 
tings for their commercials, are 
looking to Edythe Fern Melrose’s | 
“House O’ Charm” here as one. 
answer to their problems. 

The hour-long radio show, | 
called “House O’ Charm,” has run | 
on WXYZ here continuously since 
1941, attracting such advertisers 
as General Foods, Standard 
Brands, International Shoe Com- 
pany, Celanese Corporation, Mc- 
Kesson & Robbins Company et al. 

Like many other successful 
shows, “House O’ Charm” has a 
very simple format. Setting for 
each show is a mythical home, of 
the type in which the typical 
American woman would enjoy 
cooking, entertaining and living. 

The program’s staff, which has 
grown through the years, now! 
handles client contacts, mailings, | 
a cooking school, publication of 
cook books, studies of all other | 
home-making details — and is. 
spilling over its local boundaries. | 


War Delayed It 


VISION TO REALITY—Edythe Fern Melrose, the "Lady of Charm,” daubs a bit 

of putty on the cornerstone of the “House O' Charm,” the new setting for her 

eight-year-old radio show of the same name. Her staff (left to right): Eleanor 

Horen, Gretchen Allen, Lawrence McCann, Miss Melrose, Dorothy Reed and 
Harold Southard. 


Miss Melrose, who came to De- 
troit by way of-the Bush Con- 
servatory in Chicago and Station | 
WJAY, Cleveland, where she was | 
program director, planned to build 
the actual dream house when she | 
opened her own business in 1941, | 
but the war delayed construction | 


SIX LEVELS—The house itself has six levels: sundeck, boathouse, flagstone living 
and dining terrace, plus a separate apartment for the housekeeper. The front 
of the house and the side both front on Lake St. Clair. 


plans. 


About a year ago, when condi- | and a large portion of the program 


tions once again permitted con- emphasis will be placed on frozen 
struction, she discussed her ideas |f00ds, freezing and frozen food 
with E. G. Gavin, editor of Ameri- | Preparation. 

can Builder. His interest in the| With Deft Finesse 

project reached the point where) 
he loaned her his own consulting | 


—and even building materials. 


with sincerity, efficiency and dis- 


levels, 40 feet of greensward fac- 


Next to the kitchen is a com- ing the lake, outdoor flagstone ter- 


architect. Mullins Mfg. Company, pletely equipped laundry. Broad- | f@ces for living and dining, a large 


maker of Youngstown kitchen 
equipment, outfitted the kitchen,| addition to the kitchen and the 
and designed the entire room. |dining room, where Miss Melrose, 

The kitchen, of course, will be|known to her audience only as 
one of the most important loca- | “Lady of Charm,” tactfully illus- | 
tions for programming. Food will|trates the deft finesse associated 
be prepared while the program is with successful entertaining and | 
on the air; new appliances will be | serving. 
tested and reports given during The daily program subject mat- 
the program; cans of food will be ter includes furnishings, decora- | 
opened and comparisons made, tions, paints, fixtures, appliances | 


FAX 


® One Station 
© One Billing 


Will Reach a Market of 


e 8 MILLION PEOPLE 
e $4’ BILLION SALES 


Steel and coal payrolls are at an all-time high — and 
the WWVA area includes the heart of the nation's 
steel and coal belt of Western Pennsylvania, Eastern 
Ohio, West Virignia and Virginia. Reach this rich 
market economically with WWVA. 


FOR TIME BUYERS ABOUT ¥ 


A GREAT MARKET AREA | 


| 


® One Cost 


See an EDWARD PETRY Man Today! 


WHEELING, 
WEST VA. 


Fp 


= ARG Re - - 08S. 
‘EDWARD PETRY £ CO.--Representatives 


casts also will originate there, in | boathouse and sundeck, 


| mosphere. 


and a 
completely equipped 
for the housekeeper. 


apa 


| innovation is included in the plans |Lucky Strike, through Foote, Cone 


to prove one of Miss Melrose’s pet 
theories, that “housekeepers are 
happy if they have a home of 
their own.” 

The decor is simple, in good 
taste, and has that “homey” at- 
The idea is a natural 
on radio, as the program’s spon- 
sors have discovered. And Miss 
Melrose makes a convincing por- 


And all of the material is handled | 


| patch. 
| The house itself has six floor | 


| American Tobacco Company is | 


American Tobacco Company 
will not seek to earn larger con- 
tinuity discounts from member 
papers of the American Newspaper 
Advertising Network by extend- 
ing its campaign in the 50 or more 
ANAN papers on its. present 
schedule from the contemplated 
24 weeks to 26 weeks. 

If the campaign, for Lucky 
Strike—which began in several 
hundred newspapers and in other 
media on June 10—were to run in 
ANAN papers for a full second 
13-week cycle, the advertiser 
would earn larger continuity dis- 
counts than for the first 13 weeks. 

Although the ANAN has been 
promoting the fact that a lot of 
its member papers were chosen 
for this campaign, Batten, Barton, 
Durstine & Osborn, which handles 
Lucky Strike, pointed out that “we 


cifically seek ANAN papers,” but 
added: “Of course we're glad to 
take advantage of whatever dis- 
counts are available.” 

Should the campaign be ex- 
tended beyond the 24-week period, 
it would probably continue in all 
papers on the list. 

we oe ‘ 


Here’s added impetus for tele- 


sought coverage and did not spe- | 


switched from FC&B to BBDO. I 
|several magazine insertions thi 
j}summer Crossley is getting credit 
|but Crossley is not being men 


tioned in the newspaper copy. 


* * * 
| 


| Published reports that Richar; 
|\Compton will return to active 
status with Compton Advertising 
\Inc., are a bit premature. He is 
| still a director of this agency, but 
lis recuperating from a long illness 
at Rancho Santa Fe, Cal., between 


_San Diego and Los Angeles. 
aa + * 


Although television’s threat to 

standard broadcast stations across 
|the board is still more potential 
|than actual—and television sta- 
|tions now on the air are operating 
in the red—the imminence of 
|video already has done a lot to 
| “depreciate” AM stations. 
One 5,000- watt station in an 
‘eastern market which had a $2,- 
(500,000 price tag eight months 
ago can now be bought for nearly 
/ $1,000,000 less than that. A 250- 
watt station brought $100,000 a 
|year ago. The new owner might 
‘have sold later for as much as 
/$165,000, but he held out for 
|$200,000. He is now trying to sell 
‘for $125,000. 


vision: Stanley Glaser, manager of | 


the Crosley radio-television sec- Promotes Rainwear 


tion, says that room service reve- | : 

nues in New York hotels increased | wal ae ae ee 
from $35 to $175 per room per | chester) Ltd., England, is being 
month following installation of | promoted in newspaper copy ap- 
television, showing that “food,| pearing in Montreal, Toronto and 
beverages, and other room serv-| Vancouver. The schedule will run 


ices benefit substantially because until fall. Daniels Brothers, Mont- 


television encourages guests to en- 
joy telecasts in the privacy of their 
rooms.” Cincinnati's ultra - new 
Terrace Plaza Hotel uses TV to 
the utmost. All rooms are wired, 
and Crosley table sets with 10- 
| ech tubes are available. 
* * * 


rtment |220ut done with giving Crossley, | 
The latter | 1™¢- credit in its advertising. The 


research firm made the study for 


& Belding, on which is based the 
current “First Again with Tobacco 
Men” campaign, through Batten, 
Barton, Durstine & Osborn. 

The findings were first men- 
tioned, with credit to Crossley, in 


‘real, is Canadian distributor, and 
| advertising is directed by the To- 


lronto office of H. Emmett 
| (Overseas) Ltd. 

| 2 Gene 
Helmers to Scott-Choate 


| Arthur W. Helmers has joined 
the sales staff of Plumbing & 
Heating Journal, Plumbing & 
Heating Wholesaler and _ Sheet 
Metal Worker. He will represent 
|'these publications in New York 
City, New Jersey and _ eastern 
Pennsylvania. 


Names Mary Wagner 
Mary Wagner, formerly assist- 
| ant advertising manager of Sheaf- 
|fer Pen Company, has been ap- 
| pointed manager of the Randolph 


‘Lucky Strike advertising last) Advertising & Research Service, 


trait of a gal who knows how to) 


cut the corners and still put life 
into living—all of which accounts 
for the present interest of televi- 
sion advertisers. Without being 


| pretentious, the ‘‘“House O’ Charm” 


is the home her listeners would 
like to own. And they seem to try 


/what she asks them to buy. 


All of Raleigh 
Account to Seeds 


Russel M. Seeds Company, Chi- 
cago, which has been handling 
radio for Raleigh cigaret, product 
of Brown & Williamson Tobacco 
Corp., has been assigned the en- 
tire account, including space ad- 


vertising which was handled by | 


Ted Bates, Inc., New York. Bates 
will continue to handle Kool and 
the new Life cigaret. 

Brown & Williamson, which 
heretofore has frequently split 
product accounts on a media basis, 
reportedly has changed its policy, 
so that all advertising on a par- 
ticular product will be handled 
hereafter by a single agency. 


Libbey Issues Booklet 
Libbey-Owens-Ford Glass Com- 
pany, Toledo, has issued a 40- 
page booklet entitled, “We of 
Libbey-Owens-Ford,” which pre- 
sents a brief history of glassmak- 
ing, tells the story of the company 
and describes its plants and prod- 
ucts. The booklet, intended as an 
introduction to new employes, is 
being distributed to all personnel. 


spring, before the account 


'San Francisco. 


Art Directors 


Production Men 


Advertising Managers 


Have you received a copy 


of this handsome portfolio 
containing expert demonstrations 
of advertising art and 

engraving techniques? 


The Vocabulary 


with 


of Advertising Art 


Copies are still available 


our compliments. 


Please write 


on your business stationery to: 


COLLINS, MILLER 


& HUTCHINGS, Inc. 


207 No. Michigan Avenue, Chicago 


. 


dol ‘ 7 ee wh ‘ dash 2 Ph oS le deal St. ee ee ae ee ee: ee eee ages ge as eee Ree og a ae 
i SRNL a en ee ee a ee sail a a 
ta Sut ae i eid srs ts ct aie ete als va neg te amet 3 Soe gle dee eo ite ~ es ee ee Pe, Wee I" eae ae Bis i 8 er se ae oa is 
eae yet eS Se Ee, —_ oe oee:. ae eee ee Fiala 5 ae a ee SS ee =e ae ed oan : os ileal “et ee 
es Advertising Age, August 9, 194: Adu 
' - APE TNE 3 SG GE = 
[ J Parsee hey 7 pt ‘ >) o- On * 2 7 zy Say > < “ Loo ——_ 
. ey, - : , Ps ia 
; ‘ bs .s is ae g bal m4 ieee Sole : sf * D / a > P,P y « 
. =. , ae [oe - | a TY D4 Litivgetlz ee see - & 
, i F eo Se es " z 1 . to 
Ww 7 - f° ae ay ie le | Mee “ae pict. wet ea ey £4 eS Hip! aa ne i ake pales se . 
: 3 , oe % . 4 a << £5 
. iy - eg ' be ee) > & ae ; | 
i “ 3 2 io re, = 
a 4 x - ae, ‘ 
: | ae, \\ a A h 
—_— —— \ ~ Aaah £ eee ° 
zi * .3 on ‘q 7 ae Ro a 
| ae ff em ——————— B 
? 7 ie nen eo g Z et ae 
— F : — i Ete oe Lo 
é é mone | a, on it 
| _ fe eae _ ee 
5 , 5 al onc oa a > oe bo ae : le p 
Gi P ss zl out 3 # tren... os Lic orig . - ] ‘orm 
we ‘ ; : ate . Zz 4 seen i ne of ali 
‘ => a : A we An 
vesul 
7 well- 
oe Not 
isn’t 
' enter 
ket, 
; . . | lishe 
- 4 ial Ata ; - i sis ae ® ‘ ye | To 
‘- pe ms Pi om Oe a a ae, | 
pt aimee SEES C2 me te ee a 
a ms. ey a a i" Bo 5 Sime igs Mig ee alae oe. ae e ee % | Clar} 
; eee a ee SS él fe eo Clary 
e a aa ge er a ars Mie ; “pees . , he p 
af fr _ igs falsetto 67. o* ti Pe cera Stee t be 
al eet, eae “t A, a" ai Ce MR ey oe as 
= ‘d ss i , : . a pe al ‘eel “" La 5 a“ - - Pe ah oy Hi 
Sh hy th he ae as ee rer S 2. that 
hy U fark <” * 4 a a a — a Pom: 
“Gh Ve ee —" in 
ye Nae a x gi ee . we PS 
‘ ; be : ate a oe @ thro 
sed KE os) ee o j- oe ge 
i es ‘oe WAG a ee || 
ee: ’ : : 7 ~ es ie os. 
- e, ’ ‘ _ cng og = r iy « ~; 7 — - = 
ap ; id i pe? * = a ‘ Zs 4 ttf ‘ = aii ce eS a 
He 2 ee a 4 he ? - ~~ > er y a. e 
“ he os . + : 
ee \ 
; UP 
ee pres 
ca sale: 
| es Goot 
=o oper 
ae engi 
oe 14-y 
si Ame 
ve r chai 
2 mitt 
eS Mr. 
expt 
Fi 
> 
' Ban 
. visu 
ome mul 
™ con: 
imp 
HR ee een a ing 
es el ally 
e a ee dif 
ait 4 a, i 
= Re pe 
a ester | oA Pe forr 
por 
— a ee y Si 
a chit 
= P| of | 
— ae a . 
ah had 
es line 
: a é or 
a O° for 
ae ad the 
+ 
— ver 
a ma 
F Z Po : a as j 
we pew abs tur 
ah. iS eiatilics A a 
le ome . 
ep Ene las 
: ‘ i - Po 7 
x odin ian 
4 ey the 
7 pate e | 
‘ SS ee tio 
i Kr ! P| Bo 
> | AS ) ria 
- am * 3 | en 
: pl 
: isr 
=. | eC Oe pa 
ia ee - 
he ‘ . 
ise ' 


DO. I 
ns thi 
credit 
, men 
opy. 


tichar, 
active 
Ttising 
He is 
cy, but 
illness 
etween 


‘eat to 
across 
tential 
n sta- 
erating 
ice of 
lot to 


in an 
a $2,- 
nonths 
nearly 
A 250- 
000 a 
might 
ich as 
it for 
to sell 


n and 
(Man- 
being 
YY ap- 
io and 
ll run 
Mont- 
r, and 
ie To- 
mmett 


ite 
joined 
ng & 
g & 
Sheet 
resent 
York 
astern 


issist- 
heaf- 
1 ap- 
dolph 
rvice, 


. 


Advertising Age, August ¥, 194s 


Clary Business Jumps 


from O to $5 


New Firm Does 6th 
of Adding Machine 
Business in 2 Years 


{648,000 


chines. 
Clary stubbed its collective toe 


'on all of the usual problems faced 
‘by a new business, and a good 


/many more. The Clary Multiplier 
‘was unknown. Moreover, it was | 


Los ANGELES—Hugh Clary had | distinct departure from con-| 


.n idea, experience and capital. 
He put them together in corporate 
‘orm and chalked up annual sales 
of almost $6,000,000, after only 21 | 
nonths of operation. 

And yet, his success is not a/| 
result of careful planning nor a 
well-defined, long-range program. | 
Not that Hugh Clary’s project | 
isn’t sound, but in attempting to 
enter the business machine mar- | 
ket, he confronted a long-estab- 
lished operation. 


ventional design and operation. 
The company had been diverted 
‘to war production before it could | 
|get into the business machine mar- 
ket, and it didn’t even have the) 
‘shattered remnants of a sales or) 
\dealer organization to piece to- | 
| gether. 
In building its sales organiza- | 
|tion, Hugh Clary hooked his com- | 
|pany’s future to men who had | 


“fundamentally desirable” abili- 
‘ties and motivations, whether or | 


To crash that market and slash not they knew anything about the | 


out a niche for himself and the | 
Clary Multiplier Corporation, Mr. 
Clary decided that what planning | 
he permitted himself would have | 
to be fast-moving and flexible. 
His entire career has illustrated 

that quality of flexibility. From 
Pomona College, where he majored | 
in physics and mathematics, 
through personnel work with the 


business machine field. 
Two Things in Common 


Many of the new employes | 
were, and are, veterans. Most of |, 
them are young. But two things | 
they all have in common: They | 
“think young,” and they act and | 
pull together as a team. 

The problem of whether to set 


‘up a 100% dealer organization or 


UP FRONT—Hugh L. Clary (left), 
president, and J. W. Stallings, general 
sales manager of Clary Multiplier Corp. 


Goodyear Tire & Rubber Company, 
operation of his own industrial 
engineering firm, and a successful 
14-year career with the Bank of 
America, where he ended as 
chairman of the operating com- 
mittee and senior vice-president, 
Mr. Clary has quickly adapted his 
experience to new assignments. 

For many years, while with the 
Bank of America, Mr. Clary had 
visualized a need for speeding up 
multiplier machines. His _ idea 
consisted of substituting electric 
impulses to shortcut the multiply- 
ing process, which is convention- 
ally accomplished by repeated ad- 
dition. 

In 1938 he left the bank to work 
on his idea, and by 1939 had 
formed the Clary Multiplier Cor- 
poration to further development | 
of the multiplier and adding ma- 
chine mechanisms, the basic parts 
of the more complex equipment. 

By 1941, the adding machine 
had been developed for production 
line manufacture, but just as Mr. 
Clary was readying the product 
for market, war broke out, and 
the entire production was con- 
verted to sub-contract work in 
manufacture of aircraft assemblies 
and bomb fuses. 


Fast Reconversion 


In a five-year burst of energy, 
Mr. Clary and his organization 
turned out good war material fast 
—as witnessed by the Army-Navy 
“E” flag, with four stars. But 
while working at top speed on 
war contracts, his peacetime am- 


bitions continued to simmer over | 
the fires of his apparently limit- | 


less energy. 

In 1943, he obtained authoriza- 
tion from the War Production 
Board for the allocation of mate- 
rial and manpower further to de- 
velop his machine. With the war’s 
end, the reconversion of the Clary 
plant clicked off like the mechan- 
ism of its product, and the com- 
pany was one of the first to give 


immediate delivery on adding ma- | 


|grew like an oak tree rather than 


| ads, 


handle distribution through com- 
pany offices ended in a compro- 
mise, using both dealers and com- 
pany offices. Today the company 
has 51 factory branch offices in 
principal cities, 170 dealers and | 
25 export offices. 


The distribution organization | 


like a mushroom. From the start, 
the key question asked before | 


breaking into a market was and | 


is: “Can any order taken be | 


‘filled within ten days?” 


At the end of one year of op- 
eration, the annual report showed | 
sales of $1,994,000—in a competi- | 
tive industry which includes Rem- | 
ington-Rand, Burroughs, Monroe, 
R. C. Allen, Victor, Underwood, 
National Cash Register and others 


Sales Still Going Up 


And sales continued to rise de- 
spite the fact that Clary offered 
dealer trade discounts of only 
25%, as compared to an industry 
average of 40%. Discount has 
since been increased to 35% plus | 
%—still less than the unchanged 
industry average. 

To compensate for the lower 
discounts, however, Clary pays 
full cost of (and exercises con- 
trol over) all dealer advertising 


| support, including local newspaper 


insertions, stationery, calling cards, 
plates and display material. 

Upon completion of its distribu- 
tion framework in 1946, Clary be- 
gan its initial advertising drive, 
with heavy emphasis on the “rea- 
son why.” A maximum of space 
was used to give specific facts 
about the machine’s construction, 
operation and uses. 

Copy in Time, placed by: the 
Dana Jones Company, was headed, | 
“Clary, the world’s fastest adding 
machine . . . does more work with 
less effort faster, quieter, 
basically new .. . easiest to use 

. sets a new standard.” 

Non-technical terms were used 
to substantiate claims made. The 
same idea is followed in current 
copy, which is not as detailed now | 
that the machine is well estab- 
lished. 


$100,000 Budget 

The 1946 budget totaled $100,- 
000, and paid for small newspaper 
full pages and two-thirds 
pages in Time, and full pages in 
Office Equipment and Journal of 
Accountancy. The 1947 budget of 
$160,000 went into the same pub- | 
lications. Sales meanwhile had 
jumped to $5,648,000 per year— 
one-sixth of the estimated $30,- 
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CLARY TWINS—Typical of the ads now running in Time and Business Week are 


the above two with coupons. 


"World's fastest operating speed," the copy in the 
adding machine advertisement explains. 


The Clary cash register, with an un- 


orthodox design, recently was added to the line. 


000,000 adding machine market! 
This year’s $200,000 budget in- 
cludes advertisements in Business 
Week and Newsweek, in addition 
to the former list. Effectiveness of 
all advertising has been checked 
from the beginning. All copy is 
designed to be as strong selling 


copy as possible. Coupons are 
basic to all ads. 
And every inquiry positively 


igets action within a maximum 
period of four weeks. When an 
inquiry is received, a personalized 
letter goes out in reply imme- 
| diately. A copy of the letter is 
| sent to the office or dealer con- 
cerned. 

If a personal call report doesn’t 
come back within a week, a sec- 
ond letter is sent. The dealer or 
office concerned gets copies of both 
letters. If the call report doesn’t 
come in within the next week, a 
third letter goes out and the local 
office begins to feel the company’s 
high-powered heat ray. 


No Sales-Ad Problem 


Coordination of advertising and 
sales, until recently, has been 
simple. There was no advertising 
manager. In May of this year, 
however, because of the increased 
volume, Whitney Drayton was 
named to the advertising post, and 
has inaugurated studies to deter- 
mine the relation of inquiries to 
sales. Copy testing and a survey 
of buying motivations also is 
under way. 

In a seller’s market, a company 
with production had a relatively 
easy time to establish a foothold. 
Clary was no exception. The-real 


test is the shift to a buyer’s mar- 
ket. 
How has Clary fared in that 


buyer’s market? Says Hugh Clary 
in the 1947 annual report: “Dur- 
ing most of the last half of 1947 
and during all of the last quarter 
of 1947, all our competitors were 
making immediate delivery in 
most of the cities where we had 
branches and all but one of our 


competitors were making imme- 


diate delivery in all places where 
we were selling machines. This 


/means that for some time we have 


been selling under nearly normal 
competitive conditions and I am 
glad to report our sales have not 
only held their own against such 
competition but have continued to 
increase.” 

Ultimate objective of the Clary 
Multiplier Corporation is the pro- 
duction of an entire line of busi- 
ness machines. That point has not 
yet been reached. In fact, a “mul- 


'tiplier” as such is not yet in the 


line. Today, however, the com- 
pany makes four models of elec- 
{tric adding machines, which are 


a part of the larger multiplier it 
will eventually produce, and a 
small cash register which includes 
the features of the adding ma- 
chine. 

And no one who knows Hugh 
Clary doubts for a moment that 
the remainder of the line will be 
forthcoming as soon as it 
physical possibility. 


Revlon Products 
Goes to Weintraub 


Revlon Products Corporation, 
New York, has appointed William 
H. Weintraub Company, New 
York, to handle its advertising, 
effective Nov. 30. The $1,000,000 
account was resigned by McCann- 
Erickson several months ago, with 
an agreement to handle the ac- 
count until a new agency was ap- 
pointed. 

The Weintraub agency only re- 
cently was appointed to handle the 
new Kaiser-Frazer Walter Win- 
chell program on ABC, which goes 
into effect Jan. 2, 1949. 


DMAA Nominates Board 


The following have been nom- 


inated by the Direct Mail Adver- | 


tising Association, New York, to 
fill three year terms on the DMAA 
board: L. T. Alexander, manager, 
direct mail and supply division, 
E. I. du Pont de Nemours; James 
H. Brundage, advertising manager, 
Bismarck Hotel; Alice Honore 
Drew, advertising consultant, and 
Randolph R. Clement, president, 
Randolph R. Clement Advertising. 
Election will take place at 
DMAA business meeting at the 
31st annual conference in Phila- 
delphia Sept. 29-Oct. 1. 


Issues Research $ Sources 


A 92-page booklet, “Sources of 
Information for Industrial Mar- 
ket Research,” has been published 
by Chemical Industries, New York. 
Edited by Richard M. Lawrence 
of the development department of 
Monsanto Chemical Company, the 
booklet discusses information 
sources for chemical market re- 
search; business papers and di- 
rectories; state publications for 
market research; measurement of 
markets by trade analysis and 
services and publications of such 
federal bureaus as those of Census, 
Mines and Labor Statistics. The 
price is $2.50. 


WHOM Increases Power 


Station WHOM, New York, has 
| increased 
watts daytime and 500 watts night- 
time to 5,000 watts both day and 
The station will move to| moved to San Diego to enter the 
| 136 W. 52nd St. late this summer. ' 


its power from 


night. 


is a| 


the | 


1,000 


Report Indicates 
New York Has 27% 
of Book Business 


New YorK—New York City, 
with a population of about 10% 
|of the United States, accounts for 
27% of the dollar volume of book 
sales, according to an estimate re- 
‘leased last week by H. W. Wilson 
/Company, publisher of indexes 
/and reference works. 
| Los Angeles, fifth city in popu- 
|lation, accounts for 10% of the 
total book sales, while Chicago, 
}second in population, has 8.6% of 
the dollar volume. 

The report covers the 27 largest 
‘cities only and does not include 
|stores in surrounding market 
lareas. The figures also include 
| wholesale book sales, but are so 
‘weighted that wholesale turnover 
| affects the total in New York by 
| lees than 5% 

Other efiien, with their popula- 
|}tion rank and per cent of sales 
| are: 


| 
Dy DOOR vaWis ccd 0 nsgaev Cues 7.0% 
| BD. PRRGCIR. teas acdeedss 6.3% 
| 12. San Francisco . 5.0% 
a 3 OS 4.0% 
| 4. SOE one 6 ino ka «22+ 39% 
11. Washington, D. C + o> © ae 
110. Pittsburgh ..... wlerreTryT, *. 
|22. Seattle ...... . 2.4% 
| 7. Baltimore .. 122.3% 
6. Cleveland ... ee 
18. Newark .. . 1.9% 
17. Cincinnati - 1.9% 
28. Dallas .-1.9% 
ae |! ae . 1.8% 
16. Minneapolis . . 1.6% 
19. Kansas City . 14% 
15. New Orleans - 1.3% 
20. Indianapolis . 1.3% 
23. Rochester ... . 1.2% 
24. Denver vr - 1.38% 
13. Milwaukee ee oe cheba 
25. Louisville ... : + 
| 14. Buffalo 8% 
21. Houston 8% 


——— 


WVNJ]. Newark, 
Starts Operation 


in September 


| NEwarK—WVNJ, a new AM 
station, is scheduled to go on the 
air in September, operating with 
5,000 watts power on 620 kilo- 
cycles. An FM affiliate will open 
simultaneously on channel 252. 

The station will be operated by 
the Newark Broadcasting Corpora- 
tion, headed by Ivan Newman, 
former vice-president and general 
manager of WBMS, Boston. The 
station will broadcast 24 hours a 
day. Its main studios are at 45 
Central Ave., Newark. 

Jane Wood, formerly with CBS, 
has been appointed director of 
publicity of the new station. Rob- 
ert Bright, formerly commercial 
manager of WDAR, Savannah, 
has joined the sales staff. 


Plans Children’s Exhibit 
An exhibit of infants’ and chil- 
dren’s furniture, clothes, foods, 
toys, health safeguards, acces- 
sories and services, to be called 
Our Children’s World—1949, will 
be held at Grand Central Palace 
in New York May 16-21, 1949. 
The exposition, which will include 
children’s style shows, lectures, 
motion pictures, visual demonstra- 
tions and other related events, will 


be sponsored by Our Children’s 
World Expositions, Inec., New 
York. 


Bendix Names Nisberg 


Ed Nisberg, formerly head of 
the radio department of General 
Utilities, Chicago, has been ap- 
pointed sales manager of Middle 
West Sales Company, 
Bendix district merchandising or- 
ganization for northern 
and Lake County, Ind. 


Chapman Quits Ad Field 


Frank Chapman, formerly as- 
sistant advertising manager of 
Shell Oil Company, San Fran- 
cisco, and recently head of his 


own agency in San Francisco, 


real estate business. 


Chicago, the 


Illinois 


has 
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Form Frisco Agency Yoder, Dughi Promoted 


Charles Gordon, formerly in the Carl E. Yoder and Alex J. 
public relations department of Dughi Jr., both sales representa- 
Willys Overland Company,- and tives of Dun’s Review, New York, 
Yvonne Engelman, formerly with) have been appointed advertising 
Harry Elliott Agency, San Fran-| sales managers of the publication. 
cisco, have formed Gordon &| They will be jointly responsible 
Engelman, an advertising and pub- for all advertising and sales pro- 
lic relations service, at 690 Mar- | motion. 


ket St., San Francisco. 
Sebastian Named A.M. 


Appoints Sangston 


John .Sebastian II, formerly 
W. Tyler Sangston, formerly with the San Francisco office of 
vice-president of Makelim As-| Biow Company, has been ap- 


pointed advertising manager of 
Wesix Electric Heater Company, 
San Francisco. 


sociates, has joined the executive 
staff of General Stores Advertis- 
ing Company, New York. 


MEMO TO SPACE BUYERS: a 


The Pulling Power of 
3 Local Advertising 
ry Cannot Be Equaled 


= 
C > on 


be J Fi, 


I a 


If you want your advertising to produce Mavxi- 
mum Results, remember the Pulling Power of 
the Local Press is unmatched. This is particu- 
larly true in Akron where The Akron Beacon 
Journal has 100% family coverage of this rich, 
free-spending market. 


Akron Buyers Live, Work, Read, Think and Buy 
locally. It is therefore necessary to appeal to 
them locally if you wish to get your share of 
Akron Sales. 


Hitch your sales promotions to a locally known 
quantity. It’s the sure way to make your adver- 
tising dollars pay the limit. 


AKRON. BEACON_ JOURNAL 


JOHN S$. KNIGHT, PUBLISHER 
NATIONALLY BY: STORY, BROOKS G FINLEY. 


REPRESENTED 


. - You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 


your production 


. . . Write or Phone for 
requirements. 


one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


o 

FAITHORN CORPORATION 
Ad-Setters - Engravers - Printers 
400 N. Rush St., Chicago 11 + Whi. 2300 


DAY AND NIGHT SERVICE 
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You Ought toKiow. » « 
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AaD ing Age, August 9, 194 
| people,” is Bill’s explanation « 
his variety of interests. He h. 
never fired an employe from h 
agency and has inaugurated , 
profit sharing arrangement amon : 
the workers. “It’s team spirit th: 
William von Zehle makes this a happy agency,” h: 
says. 

When not sitting in shirt-sleeve 
in his littered - with - giveaway 


The day after New York City’s; New York, first as an engineer, | prizes office at 25 W. 43rd St., h 


| fateful blizzard of '47 a tall sandy- 


|haired young man showed up atia 


the Pennsylvania Railroad’s em- 


ployment office and was hired as a| Corporation of America, becoming the 


‘snow _ shoveler. 
No doubt his fel- 
low workers 

|would have 

| dropped right in 
| their snow tracks 

if they had 
| known that this 
restless, ener- 
|getic fellow 
|owned a boom- 

‘ing advertising 

/agency, placing 
more than $4,- 
000,000 worth of advertising. 

That 36-year-old William von 


William von Zehle 


Itas had a wealth of business ex- 
perience during his comparatively 
short career probably accounts for 
the versatility of his accounts. At 
present he is known affectionately 
as “Billy” to hundreds of women 
who are regular attendants of his 
new giveaway program, “It’s In 
the Bag,” broadcast from the Ice- 
land restaurant on WINS, New 
York. 

Bill von Zehle owns and pro- 
duces this show through Package 
Shows, Inc. (a separate corpora- 
tion he owns), and he gets more 
kick out of it than the partici- 
pants. “Billy,” played by Bill, is 
the stooge on the show, wearing 
funny hats, joking with the 
women and, more importantly, 
keeping them happy with prizes. 
“It’s In the Bag” now has seven 
sponsors, will have nine later in 
August, and 12 in the fall. 

“Radio is my love,” says Bill. 
And it’s been close to Bill’s heart 
all of his life, for he’s worked in 
almost every capacity in every 
radio station in New York. 

Bill von Zehle’s love for the en- 
tertainment world certainly didn’t 
stem from his parents. His full 
name is William Worthington Lis- 
ter von Zehle. He was born in 
New York City, the son of Baron 


and the late Baroness von Zehlen- | 


dorf. His mother, who died in 


1935, was a niece of Lord Lister, | 


famous Briton who _ introduced 
antiseptic surgery to the medical 
world. 

Bill’s career began in Westches- 
ter, where he has lived most of 
his life, at the Post Lodge, where 
he was orchestra leader by night 
and a radio announcer by day, 


filling in spare time as a relief | 


band leader at the Glen Island | 
Casino and as a lifeguard on the) 
Glen Island beach. 

At about this time he was bit- | 
ten by the travel bug, source of | 
one of his most common ailments, 
and traveled with a motorcade 
throughout the country campaign- 
ing for the repeal of the 18th | 
amendment. Bill learned so much | 
about public address systems 
while on this sojourn, that he) 
came back to New Rochelle and | 
supplied PA systems to all the 
night clubs in the vicinity. 

One of his most interesting, and | 
for a time, most profitable busi- | 
ness adventures, excluding his 
current business, was a 25-room 
house in New Rochelle, left to him 
by his mother, which he turned 
into a convalescent home. While 
managing this home Bill wrote a 
play called “Bedside Manor.” Re- 
cently he switched the title around 
to “Is There a Doctor in the 
House?’’, and hopes to have it on 
Broadway before long. 

But Bill couldn’t stay away 
from his first love, radio, and 
found himself working at WNEW, 


| formation for a book he plans to 


| After a year and a half in Europe, 
| Bill 
Zehle, who likes to be called Bill, | 
| for WINS. In 1943 he formed the 


then as announcer and finally as| can be found at his apartment o: 


salesman. From WNEW he 60th St., or sailing the Long Islan 
moved to WHN, then on to Music| sound or Atlantic Ocean aboar: 
, “Tondeleyo,” his 70-ft. stay 
radio director in Hollywood. sail schooner, with his bride oi 

While back in his beloved show nine months, the former Dee Ben- 
business, he found time to work, 4 
just for a gag, for Ted Peckham | 
as a male escort, and gathered in- 


son, stage actress. 

Bill’s formula for being a suc- 
cessful advertising executive— 
“You have to like people, take the 
ups and downs and be a good 
sport.” 


write under the tentative title, | 
“Out of Bed With a Jerk.” 

In 1937 Bill decided to see the | 
world and went over to Europe. | 
When his pockets were empty, as Starts Shoe Campaign 
they sometimes were in those days,, Commonwealth Shoe & Leathe: 
Bili worked as a bandleader in| Company, Whitman, Mass., wil! 


Paris and taught diving in Munich. | !aunch its largest campaign thi: 
|month for Bostonian, Mansfield 


|}and Bostonian Jr. shoes. Color ad: 
will appear in Collier’s, Esquire. 
Life, Newsweek and The Saturday 
0 vening Post, continuing thro 
Walter C. Williams agency, Seumare. In addition a ae. 
changed it to Colonial Advertis- newspaper mats, direct mail and 
ing in 1944 and the same year dis-| window displays will be used. 
solved it, bought out his partners’ | Fuller & Smith & Ross, New York, 
stock and created the von Zehle| iS the agency. 


agency with his sister as a partner. | : — 
Bill tried to get into the Navy St. Louis Forms 


during the war, but he was doing Four A’s Chapter 
Maritime account during the war, a4,ne™ St. Louis chapter of the 
’| American Association of Advertis- 
the government told him to stay ing Agencies has been formed by 
put. Eventually he bought out his | St. Louis members of the Four A’s. 
sister’s share in the agency and| Pending election of governors and 
now owns it lock, stock and barrel. | officers, Oakleigh R. French of 
In 1944 the William von Zehle | Oakleigh R. French & Associates 
agency started out with seven ac-| aS been appointed temporary 
counts billing about $300,000. Dur- | ©?airman. 


ing the next three years the adver- are. aa nan 
tising industry watched Bill add gies in St. Louis. The new unit 


$1,000,000 worth of billing each brings to five the number of ac- 
year and by the end of 1948 Bill| tive chapters in the Four A’s cen- 
is confident his agency billings| tral council. Others are Cleveland, 
will pass $4,000,000. Of his 80 Pittsburgh, southern Ohio and 
accounts, 56 are real estate ac- Minneapolis-St. Paul. 
counts. os 

Quite a few of the von Zehle Wolfe, Hickman Named 
accounts pertain to the boating George M. Wolfe Jr. and Mel J. 
business, which Bill picks up| Hickman have been appointed ac- 
while sailing his big schooner count executives of West-Marquis, 
here and there. His biggest ac- Inc. Mr. Wolfe, formerly with 
count right now is the Brother- Ruthrauff & Ryan, Hollywood, is 
hood of Railroad Trainmen, which 1", the Los Angeles office, and Mr. 
sponsors commentator Dorothy Hicknian, formeriy with the Mor- 

; , ” gan Advertising Agency, Phoenix, 

Fuldheim on 257 American Broad- | in the San Francisco office. 
casting Company stations. 

Although Bill is the picture of 


returned to America and 
eventually became sales manager 


| tising disease, 


health, his restless, energetic na- 
ture and coffee drinking habit en- 
courage that well known adver- 
ulcers. But they | 
don’t seem to mar his friendly na- | 
ture or hinder participation in the 
entertainment world. 

“I’m a ham at heart and I love 


oy, S.S. SPECIAL FRISKET CEMENT 


% $5.00 per gal. $1.50 per at. 
Artex Artist Rubber Cement 
$3.50 per gal. $1.25 per qt. 
PHONE CENTRAL 3373 


THE 
ARTISTE MAL ee 


314 N MICHIGAN AVE., CHICAGO 1, ILL. 


ee 


agitating the trade. The 


the question: We Prefer Deliv 


1. A grave mistake was 
made in allowing uniform- 
ity of prices of some man- 
ufacturers to be identified 
with the pattern of freight 
charges and billing. 


2. In dollars and cents, 
grocery jobbers will gain 
nothing in the switch to 
f.o.b. shipping point price 
quotation ... too many 
freight bills, constant ar- 
guments with the rail- 


ete. 


We invite non-grocery pub 


roads, 


176 W. ADAMS S&S 


We Prefer Delivered Prices 


The Question of Delivered Prices, as you know, has been 

GROCER NEWS is making a drastic move to help solve 

this problem in a most practical and direct manner. 
We are polling the wholesale grocers of the nation on 


Our thinking is as follows: 


Communicate with us for details. 


WHOLESALE GROCER NEWS 


VERST PUBLISHING COMPANY 
Publishers of Wholesale Grocer News 


or No? 


WHOLESALE 


September 


ered Prices .. . Yes or No? 


3. Whatever connection 
there is or there is not be- 
tween zoning charges and 
alleged conspiracy under- 
standings, it is at the worst 
only minute and coinciden- 
tal, but it is not organic. 
Zoning bases are part and 
parcel of mass distribution 
of fast-moving grocery 


staples and came to be as 
the result of important 
trade customs and needs. 


In our opinion, they should 
not be disturbed. 


lications to run this poll. 


T., CHICAGO 3 


Successful Grocer 
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SHOWS DESIGNS—American Tile & 

Rubber Co., Trenton, N. J., is making | 
available to distributors this new steel 
display cabinet, which contains space 
for rubber tile, borders, feature strips 
and demonstrations of floor patterns. 
The storage space holds the company’s 

Amtico cleaners and waxes. 


Page 1 ‘Readers’ 
Help Introduce 
‘Samplizing Plan’ 


New YorkK—AA would not sell 
Charles W. Curran a front page | 
“reader,” calling attention to his | 
full-page announcement of the 
Samplizing Plan, Inc., on Page 11 
of the Aug. 2 issue. So Charlie 
bought a “reader” on Page 1 of 
the New York Times which said: 

“Have you heard about The 
SAMPLIZING Plan? Read Ad- 
vertising Age today.” 

And then, just to be fair all | 
around, he bought Page 1 “read- 
ers” in the Times on Aug. 3, 4 and 
9 to promote the same large in- 
sertion, respectively, in Food Field 
Reporter, the Herald Tribune, and | 
Drug Trade News. 

The new cooperative sampling 
plan, of which Mr. Curran is 
president, is scheduled to be tested 
in campaigns in Utica and Harris- 
burg in mid-September. Products | 
already signed for it include 
Boyle-Midway’s Old English wax, | 
Black Flag insecticide, and a new 
product not yet announced, and) 
Alka-Dent’s denture cleaner. Mr. | 
Curran says the plan requires a_ 
minimum of 16 non-competitive | 
household, drug, food and cos- 
metic items for full-scale opera- | 
tion. He expects to announce sev- | 
eral additions to the list soon. 


AHA Promotes Wimmer | 


Lynn C. Wimmer, who joined | 
the American Hospital Association | 
in 1046, has been appointed assist- | 
ant director of public relations of | 
the association. C. J. Foley is} 
public relations director. 


Appoints Vandiveer 


James T. Vandiveer, formerly 
field director of KFI television, 
has been appointed television field 
director of KECA-TV, ABC’s Los 
Angeles station. 


RE 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There’s untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information, 


Fisher Lets 
Gingerbread Man 
Tell Mix Story 


SEATTLE—To tell the story of its 


new pancake mix (AA, July 19), 
Fisher Flouring Mills Company 
has come up with a novel twist to 
newspaper copy: An adaptation of 
the children’s story of the Ginger- 
bread Man, using the name of the 
product only once, in the next-to- 


school and home use. 


Pacific National Advertising 


Agency handles the account. 


Sears Promotes Simmons 
William W. Simmons Jr. has 
| been appointed general manager 
of the Milwaukee group of Sears, 
| Roebuck & Co. stores, succeeding 


Rowland H. Davie, who has re-| 


'tired. Mr. Simmons has headed 


| Sears’ Irving Park store in Chi- | 


cago since its opening in 1938. 


last line, and altogether omitting | 


the name of the manufacturer. 
Copy is titled, “Panny Pancake 
and the 27 Children.” It starts on 
the note dear to the hearts of 
housewives, “Food costs lots of 
money.” Line drawings illustrate 
the copy. Reprints are offered for 


Micro to JL4F 


Micro Camera Company, United 
| States distributor of Micro, small 
| precision made camera, has ap- 
pointed Jasper, Lynch & Fishel, 
New York, to handle its advertis- 
ing. 


ye 


paper advertising.” 


STUART CHOATE, Editor 


“*Copy that Clicks’ will help 
the experienced copywriter — 
as well as the copy cub—re- 
appraise his work by simple 
fundamentals. In today’s com- 
petitive bid for readership 
and sales, this book is a great 
help in preparing’ business 


“It shows you—with a score 
of case histories—how the 
four fundamentals of success- 
ful business paper advertising 
ean be applied. I consider it 
one of the most successful 
books on advertising ever 
written.” 

PHILIP SALISBURY, Editor 

SALES MANAGEMENT 


“*Copy that Clicks’ belongs in 
your brief case for week-end 
reading, especially if you help 
shape advertising policies. It 
shows how to use industrial 
advertising best and benefit 
from it most. And its case 
studies are so sound and basic 
that they can be of direct use 
to general advertising people, 


WESTERN ADVERTISING too. 


REGINALD CLOUGH, Editor 
TIDE 


Copywriters —Agency Execs—Ad Managers: 


this book 
is for you 


“Copy THAT CLICKS” has but one purpose—to help 
you produce more effective business paper advertising. 
It’s your book in more ways than one. It was written for 
you, by you (many of you helped produce it) — and now 


a copy is yours for the asking. 


We hope this book will click with you—as it did 
with the editors of our leading advertising publications. 


“A fitting sequel to ABP’s 
famous ‘Tell All’ book, and to 
‘Hit the Road,’ this manual 
gives the creative ad man the 
equivalent of the lawyer’s 
shelf of cases. No investment 
you make wil] help you more 
on your job than the penny 
post card you send for ‘Copy 
that Clicks.’ ” 
HAL BURNETT, Editor 
INDUSTRIAL MARKETING 


i) 4 


“All who create campaigns to 
win business readers—and 
who initiate and approve 
them—should study the rea- 
sons and the results of the 
ads presented and analyzed in 
‘Copy that Clicks.’ Business 
paper advertising has lon 
deserved such a practica 
guide as this.” 
LAWRENCE M. HUGHES 
Executive Editor 
ADVERTISING AGE 


THE ASSOCIATED 


“mss BUSINESS PAPERS 


“Now, when a greater return 
is demanded from every ad- 
vertising dollar, ABP renders 
a positive contribution by 
showing advertisers how to 
improve the effectiveness of 
their business-paper copy. 
‘Copy That Clicks’ has some- 
thing for all advertising prac- 
titioners and gives them a 
better understanding of the 
business-paper advertising 
potential.” 

ELDRIDGE PETERSON, Editor 

PRINTERS’ INK 


“The ABP’s ‘Copy That Clicks’ 
is an excellent melding of 
theory and practice, for it 
states four fundamentals of 
advertising in business papers 
and illustrates their applica- 
tion with numerous successful 
advertisements. The booklet 
translates for the advertiser 
the principles of modern 
business paper editing.” 
ROGER BARTON, Editor 
Advertising & Selling 


An association of 137 independently owned and operated business 


papers. Membership is 
second class postage an 
tions. Members of ABP 


confined to business papers entered under 
d audited by the Audit Bureau of Circula- 
subscribe to a code of high editorial, adver- 


tising and circulation standards, and pledge themselves to deliver 
publications worthy of the subscriber's money and the adver- 
tiser’s investment. 


° 
| 
| 
| 
| 


THE ASSOCIATED BUSINESS PAPERS 

205 East 42nd Street, New York 17, N.Y 
Please send me a free copy of “Copy 

that Clicks.” 

NAME 

COMPANY 

ADDRESS_ 

CITY. _STATE 


oo 
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P&G's $27,912,122 
Tops Advertisers’ 
1947 Expenditures 


(Continued from Page 1) 


last year. 
“National Advertising Invest- 
ments,” besides being a valuable 


recapitulation of how the adver- 
tising dollar is distributed, also 
contains powerful selling talk for 
magazines. 


Shows Media Use 


Of the 5,123 products nationally | Lever Brothers 
advertised, 4,864 used either or | 


both magazines and newspapers. 


Of these, more than two-thirds | Rk. J. Reynolds 


were advertised solely in maga- 

zines or invested more money in 

magazines than in newspapers. 
Some 3,091 products were ad- | 


| 


| 
| 


vertised in either magazines or | 


network radio or both; 90% of | American Home Prods.. 


these accounts were either ex- 


clusive with magazines or invested |C®™pbel! Soup 


more than in network radio. 

Of the group, 3,863 products 
used only one medium. Of these, 
nearly three out of four were ad- | 
vertised exclusively in magazines, | 
a gain of 580 over 1946. 

Thus, in the eight-year span, 
products advertised exclusively in | 
newspapers declined 5%, network | 
radio exclusive products increased | 
182%, and magazine exclusives | 
increased 321%, says MAB. 

Anticipating the wails of anger | 
and anguish which follow publica- 
tion of media estimates, MAB has 
listed its basis for estimates: 
Magazines — Publishers Informa- 
tion Bureau (which MAB bought 
last year) checks 101 general | 
magazines and 11 national and re- 
gional farm magazines. PIB does 


not check a number of magazines | 


(and MAB estimates—but does 


not add to the total for magazines | 


—that these had additional vol- 
ume of $50,000,000 in 1947) and 
MAB does not add the estimated | 
$175,000,000 revenue of the na- 
tion’s business papers in 1947, “a | 


figure which might well be 
counted as national advertising.” 
Basis of Data 


Newspapers—MAB’s projection | 
of $311,000,000 for 1947 is based 
on Media Records, whose recap | 
for advertisers spending $5,000 or | 
more in daily and Sunday news- 
papers in 108 cities is $216,000,- 
000. Media Records reports about | 
73% of total circulation but MAB 
says “since national newspaper 
advertising is heavily concentrated 
in the larger cities and... prac- 
tically all Sunday supplement ad- | 
vertising appears in the cities 
Media Records checks, it is ob- 
vious that the newspapers checked 
by Media Records carried a larger 
proportion of total newspaper ad- 
vertising than their circulation 
percentage would indicate.” MAB 
thinks its formula (not specifically 
disclosed) takes these factors into 
account, plus the exclusion of ad- 
vertisers spending less than $5,000 
in the 108 Media Records cities. 

Radio—PIB reported the gross 
revenue of the four national net- 


works as $191,000,000; net reve- 
nue was estimated by Broadcast- 
ing as $125,450,000, regional 


chains’ net at $5,890,000, and spot 


100 


Advertising Age, August 9, 1948 


Leading Advertisers in Major Media, 1947 


The 100 leading advertisers in magazines, newspapers and network radio for 1947, as reported by the 


Magazine Advertising Bureau, with corresponding figures for 1946. The first line in each case s 


»s "47 ex- 


penditures, the lightface second line the corresponding °46 figures. Magazine figures include national farm 
magazine expenditures. Newspaper figures include expenditures in “The American Weekly,” “This Week” 


and “Parade.” 


mated by MAB as $220,940,000. 
Both talent and printing prepa- 
ration charges, which would swell 


NUMBER OF 


Trend in Advertised Products 


PRODUCTS ADVERTISED 


19aH % 1946 % 1947 % 
In magazines 1.729 60.6 3,287 78.6 3.071 775 
In newspapers 2,123 TAS 1.818 413.5 2,161 42.2 
On radio nets 253 sv a6 bt Ps) 388 7.6 
Total 2851 4,180 5.1238 
EANACLUSIVE ADVERTISERS 
In magazines only ono 37.9 2.158 Tis 2.738 TO.9 
In newspapers only 1,003 58.6 TOs 23.5 ose 24.7 
In network radio only.. uo 3.5 140 4.7 169 4.4 


been omitted by MAB. “No esti- 
mate of taient charges, account by 
account, is sufficiently accurate to 
be included in this compilation 
of national advertising invest- 
ments,” MAB says, “so naturally 
total radio advertising costs are 
probably understated by the net 
figures.” 


Mueh Not Shown 


MAB also notes that newspaper 
advertising is likely to be under- 
stated in the account-by-account 
figures, but not by more than “10 
to 15%.” No cooperative dealer 


advertising is included in the fig- 
although 


ures, they do include 


sale distributors. 

How much these factors make 
the advertisers’ totals misleading 
varies from company to company. 
American Tobacco Company is 
listed in the MAB sheets as spend- 


Network | Network 
Advertiser Magazine Newspaper Radio Total Rank Advertiser Magazine Newspaper Radio Total Rank 
Procter & Gamble...... $4,627,825 $6,631,507 816,652,790 $27,912,122 1 | Toni, Ine. .............. 391,050 255,323 1,822,592 2,468,965 51 
3,612,483 3,723,937 17,319,744 24,656,164 2 Ey ie eee ae, es 381,750 49,120 | 430,870 . 
General Motors ........ 6,875,930 9,351,003 1,793,950 18,020,973 2 | Kaiser-Frazer Corp. ..*» 942,350 1,263,940 244,114 2,450,404 52 
5,748,899 2,809,027 2,181,127 10,739,053 4 | 2 628,581 See. 8  Boae es wae 862,566 . 
Colgate-Palmolive ..... 3,562,343 6,659,232 5,160,559 15,382,134 3 | Ralston Purina ........ 427,386 384,257 1,572,140 2,383,783 53 
2,081,674 3,665,763 4,564,309 10,311,746 6 471,801 154,909 1,471,133 2,097,843 60 
| Gomorat PN cot ve ew se 4,163,662 3,003,919 7,084,067 14,251,648 4 | Pillsbury Mills ........ 793,504 1,189,807 384,478 2,367,879 & 
2,769,626 2,076,634 7,713,191 12,559,451 3 336,649 455,589 357,243 1,149,481 112 
Sterling Drug .......... 1,387,935 2,067 492 9,642,963 13,098,391 5 | Nash-Kelvinator ....... 1,965,710 SOR AGB etc aes 2,354,115 55 
1,679,495 1,625,687 9,455,334 12,760,516 2 1,278,933 262,629 608,700 2,150,262 53 
3,434,470 4,379,020 4,767,321 12,580,820 6 | International Harvester 1,499,343 172,484 628,995 2,300,822 56 
3,302,853 1,641,240 5,789,439 10,733,532 5 1,223,353 100,806 609,792 1,933,951 66 
General Mills ... ...... 1,705,960 2,240,837 7,053,473 11,000,270 7 OO, og nk Sak 1,139,041 - ears 2,252,448 57 
1,033,144 1,849,268 6,801,830 9,684,242 7 842,680 GEE +f. cndecses 1,261,736 104 
oh aia ae dare 3,480,389 3,013,576 3,945,140 10,439,114 8S | National Biscuit Co. 1,087,261 456,025 696,201 3,280,587 5s 
2,646,536 892,616 2,616,594 6,155,746 15 1,261,981 PO 1,724,958 75 
ee ee 4,515,907 2,788,613 2,825,084 10,129,604 9 |B. F. Goodrich Co....... 2,125,865 et  - ¢ierwsae 2,212,002 ved 
2,844,196 1,346,973 1,865,658 6,056,827 16 1,802,607 24,836 481,472 3,308,915 49 
Distillers-Seagram’'s 5,671,648 S| eee eee 9,139,032 10 | Carnation Company 485,652 258,804 1,449,115 2,193,571 6o 
4,466,104 FO 8 ee 6,972,060 10 382,205 293,774 1,453,258 2,129,234 20 
General Electrie ....... 5,885,004 1,161,442 630,857 7,077,393 11 Internat'l Cellucotton.. 1,728,925 0 ue 2.181.087 61 
4,204,781 739,874 1,730,448 6,675,103 11 1,638,440 OS eee ree 1,939,431 pa 
769,014 1,585,377 5,313,289 7,667,680 12 Firestone Tire ......... 1,257,163 78.742 786,177 3,123,082 62 
1,937,841 946,434 6,687,850 9,572,125 s 1,289,318 22,008 791,244 2,102,570 58 
rvewe cece 2,491,690 Presence 5,081,204 7575,084 13 Cudahy Packing Co. 612,694 924,503 570,251 5.108 448 ror 
1,695,040 9,308 2,491,030 4,195,378 23 352,574 314,818 606,588 1,273,980 102 
Liggett & Myers........ 2,318,833 1,417,322 3,752,062 7,ASS,217 14 Bs “We MOMOORE occ cseces 2,351 83,871 2,010,192 2,096,414 “4 
1,733,854 270,591 2,734,140 4,738,585 17 2,932 90,488 1,927,300 2,020,720 63 
Ford Motor Co, ...... 3,698,358 1,782,283 908,970 6,389,611 15 | Carter Products ....... 144,957 172,885 1,763,034 sseneve e 
3,919,112 841,352 1,534,667 6,295,131 14 548,363 658,875 1,622,780 3,830,015 36 
| American Tobacco 1,966,719 1,489,994 2,815,855 6,272,568 16 Parker Pen Company 957,573 445,325 641,697 2,044,505 rs 
1,047,945 1,489,215 2,090,894 4,628,054 21 832,303 605,109 714,353 3,151,789 52 
| Philee Corp. .......-...;; 1,356,015 2,332,549 2,408,150 6,006,714 17 | Stokely-VanCamp ..... 1,805,550 217,624 teteeees 2,023 74 67 
573,890 182,109 1,806,230 2,562,229 42 931,522 116,321 297,006 1,344,849 92 
Bristol-Myers Co. 3,025,866 507,478 2,472,309 6,005,653 18  Secony-Vacuum Oil 1,378,532 267.819 371,952 2,018,303 os 
3,376,403 1,150,372 2,618,285 7,145,060 9 1,625,751 321,208 864,922 2,81 1,881 37 
Schenley Distillers ..... 3,222,540 2,110,173 627,318 5,960,031 19 | International Silver Co. 1,407,680 24,818 585,675 2,018,173 69 
3,624,882 1,697,464 1,232,669 6,555,015 12 | 1,010,538 20,824 572,983 1,604,345 80 
Miles Laboratories 288,076 108,685 5 S84 5,928,045 20 | Nestle’s Milk Products... 443,140 945,250 604,447 1,902,837 7 
325,349 168,230 5 803 6,331,382 13 555,596 38) eS Sere 1,214,468 105 
Natl. Dairy Prods. 2,191,723 1,533,518 2,052,503 5.777,744 21 Wm. R. Warner & Co... 574,214 280,912 1,053,003 1,900,119 ¥ 
1,313,816 954,194 1,702,684 3,970,694 26 888,233 382,042 504,241 1,774,516 v2 
Chrysler Corp. ......... 3,593,469 1,841,782 231,717 5,666,968 22 ES EE a ee 851,179 1,045,776 1,896,965 2 
1,852,187 503,038 336,672 2,691,897 38 | 469,090 552,337 1,605,893 2,627,320 41 
Nat. Dist. Prods........ 3,621,689 1,785,143 3 ........ 5,406,832 23 | Bendix Home Appliances 794,568 1,088,507 eecre 1, SS, 165 73 
3,542,943 , 4 Bree 4,718,831 18 132,435 Lk >, irre ee ee 145,312 o8 
Philip Morris & Co...... 1,141,502 1,073,138 3,128,733 5,343,374 24 s,. CC. Johnson & Son.... 552,746 429,000 863,226 1,545,071 74 
986,004 899,991 2,280,443 4,166,438 24 | 561,648 362,119 894,918 1,818,685 69 
Quaker Oats Co. ....... 679,890 1,981,625 2,436,931 5.008.455 25 Corn Products Refining. 1,463,840 ee: | Seeaneee 1,820,767 sh 
512,471 1,343,081 2,425,474 4,281,026 22 | 1,372,770 138,806 1,511,576 838 
Borden Company ....... 2,280,253 1,145,881 1,261,351 4,687,471 26 |. Ss. Rubber Co. ....... 1,317,750 83,307 1,708,461 76 
2,133,835 1,162,577 1,189,957 4,486,369 20 | 1,542,513 198,692 2,466,890 45 
Amer, Tel, & Tel. Co.. 3,221 005 517,878 840,933 4,579,816 27 | U, Ss, Steel Corp......... 549,444 166,505 1,067,725 1,783,074 7 
2,066,148 243,229 807,990 3,117,367 33 726,155 145,182 1,167,110 2,038,448 61 
Standard Brands .... 1,489,469 1,051,854 1,916,616 4,457,939 28 Pepsi-Cola Co, ......... 793,461 PS4,4:35 sree 1,777,806 ve 
1,662,390 773,374 2,017,976 4,453,740 19 | 385,613 596,236 92,339 1,074,188 122 
Hiram Walker-G&aW ... 3,623,061 SS ere 4440585 29 | Lamont, Corliss & Co... 1,250,453 eee ere 1,775,047 7 
2,812,714 oo . | Sierrerr rs 3,624,205 30 | 1,416,294 8. | 1,997,994 64 
Armour & Co. ......... 1,617,257 1,543,839 1,040,104 4,201,200 30 | kk. R. Squibb & Son..... 351,955 a ae 1,771,569 SO 
1,390,298 599,249 196,124 2,185,671 51 835,790 111,219 804,091 1,751,100 74 
Kellogg Co. ......... 487,887 919,148 = - 2,737,559 4,144,594 31 | Continental Baking .... ........ 1,017,009 ee os 
364,413 550,359 2,791,967 ee. ae wae =" Sues’ ve 06 Uf eee 809,889 706,515 1,516,404 vd 
Manhattan Soap ....... 603,368 748,822 2,786,542 4,138,732 32 | Glenmore Distilleries... 1,357,549 373, plpld rece ee 1,730,900 82 
178,715 305,198 2,186,698 2,670,611 40 | 1,222,702 \ ) 1, arr 1,497,675 85 
| Goodyear Tire ......... 2,816,260 428,861 SO1L.548 3,836,764 33 | Seven-Up Company 1,392,839 326,253 teeeees 1,7 19,002 Ss 
2,235,647 a =3—6)s ?’' rob eas 2,340,014 47 | 908,850 17,231 360,368 1,286,449 99 
War Assets Admin. .... 258,149 3,282,826 8 ........ 3,490,975 34 American Meat Institute 762,750 83,679 834,710 1,681,130 S4 
174,182 2,510,173 2,684,355 39 807,443 110,045 807,3 1,724,800 16 
: | - « « « “- 
FS a eee 2,347 670 .. a 3,319,289 35 Lehn & Fink Products... 1,259,371 371,631 teen eee 1,081,002 = 
2,168,351 1,185,967 295,901 3,650,219 29 1,099,629 653,475 38,481 1,791,585 i 
Libby, MeNeill ......... 726,396 854,955 1,649,626 3,230,977 36 | wildroot Company 331,019 134,959 1,150,201 1,616,279 86 
536,442 411,116 1,609,684 2,557,242 43 | 288,520 160,541 875,267 1,324,328 94 
Westinghouse Elec. 1,207,676 745,140 1,137,412 3,180,228 37  w. 4. Sheaffer Pen..... 100,058 221,931 988,200 1,611,358 ed 
432,709 221,483 1,224,735 1,878,927 68 | 381,839 298,558 620,364 1,300,761 97 
Eversharp .......... S79.534 447,816 1,852,006 3,179,356 ¢ Aluminum Co. of Amer.. 1,470,561 122,160 rere ere 1,808,731 8s 
1,046,193 783,241 1,854,772 3,684,206 28 1,103,064 2: is er 1,191,436 109 
Radio Corp. of American. 1,847,156 712,262 602,300 3,161,718 39 Doubleday & Co. ....... 544,600 Fe freee res 1,558,768 ” 
1,346,210 181,226 600,224 2,127,660 56 783,078 ee | ee 2,029,294 62 
Andrew Jergens Co..... 1,578,737 S1S,005 758,162 3,154,904 40 | California Pack, Corp... 1,031,185 ee = —=—SS«S«— i 1,545,364 90 
1,133,123 709,967 1,511,23 3,354,328 31 | 875,980 te -——<“ié«‘( HC KS 1,063,004 124 
Texas Company 1,801,442 59,279 1,115,004 3,006,715 41 Metropolitan Life ...... POS 532 22,934 528,744 1,545,210 91 
1,678,525 205,790 1,093,318 2,967,633 3 883,607 26,262 33,034 942,903 ‘ 
Publicker Industries 2,118,393 Ss  ~seeeeers 2,938,281 2 Eastman Kodak Co, .... 1,468,935 ne =3—sti‘ hw eee es We Pet -” 
tee eesusees sewees 25,714 ts | eo. 2.) re. oe a eee 471,27 4 
l. 8S. Army Reeruiting.. 1,604,587 730,485 479,415 2,814,487 43 | Marnm, Ime. ........00000. 178,050 18,098 1,324,1 s2 1,520,200 93 
648,555 1,083,053 783,581 a ee ae eae 1,194,313 1,194,313 10% 
Gillette Safety Razer. P66, 361 549,231 269,736 44 | Best Foods, Ine. S25,6S0 691,443 1,517,182 be 
601,465 572,769 1,185,245 2,359,475 $6 | 799,590 5 >) eee oe 1,432,907 90 
RKO-Radio Pictures 2,226,008 {73,251 3.504 2,703,753 45 | I ee 1,075,734 ASA, 330 setae 1,510,004 oo 
2,597,011 BOG, 200 8 8=—s sve veees 2,865,211 35 | 91,848 381,542 170,460 643,850. 
| Johnson & Johnson 2.158.800 es =3——‘(r OCR 2,590,004 46 | Cluett, Peabody 1,334,235 155,213 1,489,448 im 
773,509 241,176 ........ 1,014,685 129 | ee. <dceniees 848,165. 
Coca-Cola Co. 1,153,480 718,021 605,124 2.566634 47 Sherwin-Williams ..... T2527 761,883 i’ eee nee 1,482,410 97 
1,083,935 977,264 2,011,405 4,072,604 25 910,205 346,078 11,700 1,267,983 103 
Prudential Insurance 575,740 16.888 1,964,163 2.556.791 48 Pabst Sales Co. ........ 547,673 178,652 740,499 1,475,824 os 
441,725 8,462 1,770,158 2,220,345 0 328,985 87,246 716,943 1,133,174 116 
kK. I. duPont deN. Co. 1,720,839 112,022 693,276 2,526,137 49 | Wander Co. ............ 589,176 351,692 528,922 1,464,790 » 
1,556,096 67,936 686,592 2.310.624 48 | 734,722 520,961 528,351 1,784,03 i] 
Brown & Williamson Tob. MOS70 SOB, 492 1,618,907 2,512,969 50 | R, B. Semler, Inc........ 607,550 6.514 Sanne SAeners 100 
64,265 1,144,886 2,128,653 3,337,804 32 2 Be 1,231,278 2,108,483 57 
at $89,600,000. The total is esti- the figure for advertisers, have newspaper ads placed by whole- | weekly newspaper advertising, di- 


jrect mail, outdoor or transporta- 
‘tion advertising, or point-of-pur- 


ing a total of $6,272,568; when | 


Foote, Cone & Belding resigned 
the account, Emerson Foote called 
it a “$12,000,000 account,” and 
Paul M. Hahn, at the company’s 


annual stockholders’ meeting, said | 


“that figure is approximately cor- 
rect.” 

MAB explains this discrepancy 
quickly, pointing out that the re- 
cap does not include talent or 
preparation charges, spot radio, 


chase. 


Doner Appoints Reitz 

Alexander E. Reitz, formerly 
assistant advertising manager of 
Powers Regulator Company, Chi- 
cago, has been appointed produc- 
tion manager of the Chicago office 
of W. B. Doner & Co. 


Bolan Drops 3 Accounts 

Charles W. Bolan Advertising, 
St. Louis, has resigned the ac- 
counts of Western Waterproofing 
Company, St. Louis Silversmiths, 
|and Blanke-Baer Extract & Pre- 
| serving Company. 
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CHECK—Chevrolet Motor division re- 

ports that this 20-ft. stack of 100-Ib. 

boxes containing sales material ready 

to be expressed to dealers across the 

nation is one of the biggest shipments 
in the history of the division. 


Carnation Uses | 
Outdoor to Plug _ 
Los Angeles Site 


Los ANGELES—Carnation Com- | 
pany, which expanded and cen- | 
tralized its management headquar- 
ters in Los Angeles recently, has 
launched a newspaper and out- 
door campaign to identify the 
company as a permanent resident | 
of the city. 

The drive also is aimed at 
establishing with the buying pub- 
lic of the Los Angeles area the 
relationship between Carnation 
operating divisions and their re- 
spective products. 

The first in a series of 14 
painted bulletins is headed ‘Los 
Angeles Now Our World Head- 
quarters” and shows a swirl of 
Carnation products around an im- 
pression of the company’s new 
nine-story building under con- 
struction on Wilshire Blvd. The 
bulletins have been leased from | 
Pacific Outdoor Advertising and 
will be rotated in 35 locations 
during 1948. 

Following a_ full-page, color- 
roto ad in the Los Angeles Times 
July 25, two-color and color-roto 
ads will be used in other local | 
newspapers, promoting Carnation’s | 
nationally distributed evaporated | 
milk, malted milk and Friskies’ | 
dog food, and products of the | 
fresh milk and ice cream and 
Albers Cereals divisions which | 
are distributed in the West. | 


Radiant Screen Drive 


to Begin in September 


Radiant Mfg. Corporation, Chi- | 
cago, projection screen manufac- 
turer, will launch a campaign for | 
Radiant screens beginning Sept. 1 | 
in over 40 publications. Ads will 
appear in Esquire, Fortune, Holi- 
day, House Beautiful and Popular | 
Mechanics in addition to photo- 


graphic magazines, hobby and 
sport publications, educational, 
religious and business publica- 
tions. 


A two-color swatch folder of 
the Radiant “Million Mirror” glass 
beaded fabric will be offered for 
testing, plus a “Basic Film Source 
Directory.” 


Walsh Joins Gibbons 


John C. Walsh, formerly ac- 
count executive of McKim Adver- 
tising, Montreal, and manager of 
the Montreal office of James Fish- 
er Company, has joined J. J. Gib- 
bons, Montreal, as an account ex- 
ecutive. 


Smith Names McCain 
Walter L. McCain, formerly 

general manager of the U. S. Cam- 

era Publishing Company, has been 


named eastern sales director of | 


the John P. Smith Company, Ro- 
chester, N. Y., creative printer. 
Mr. McCain will be in charge of 
the company’s new New York of- 
fice at 342 Madison Ave. 


|T. Ames, 


Buys White Cross Line 

Chicago Electric Mfg. Company, 
manufacturer of Handyhot appli- 
ances, has purchased the National 
Stamping & Electric Works, maker 
of the White Cross line of small 
appliances and a division of Eu- 
reka Williams Corporation. Harold 
president of Chicago 
Electric, is assuming the presi- 
dency of the National Stamping & 
Electric Works, while the organ- 
izational structure of the company 
will remain the same. 


Becomes Part Owner 
of ‘Burbank Review’ 


Niver W. Beaman, formerly edi- 
tor and general manager of Moose 
Magazine, has become part owner, 


Daily Review, Burbank, Cal. Har- 
vey R. Ling is publisher. Robert 
U. Kayser, formerly with Esquire 
and Look, has been appointed ad- 
vertising manager of the news- 


paper. 


They'll Dance 
in the Streets 
at WJZ-TV Debut 


New YorK—The debut of ABC’s 


|WJZ-TV will be heralded Aug. 10 | 


‘with all the fanfare of a Holly- 
'wood premiere, including street 
dancing, hot dance bands, arias 
iby a Metropolitan opera star, the 
mayor’s committee, Grover 
Whalen, and beautiful models. 

| The festivities will center 


}around the golden anniversary of Azusa, Cal., has appointed John 


| the City of New York. The gen- 
eral theme of the opening tele- 
vision program is the growth and 


tertainment and of WJZ, now 
‘celebrating its 25th anniversary. 

| WJZ-TV will begin its video 
life with $500,000 worth of spon- 
‘sored time. Until its new home is 


| chased 


| geles, to handle advertising for its 


Eldean Names Agnew 

Don Agnew, formerly public re- 
lations director of the Fitzgerald 
Advertising Agency, New Orleans, 
|/has joined the southwestern staff 
of Fred Eldean Organization. He 
will manage the organization’s 
Houston office. 


built, the station will present pro- 
grams originating in existing 
standard broadcast studios and 
temporary television studios. 


Curtiss Agency Moves 


Spencer Curtiss, Inc., Indian- 
apolis agency, has moved to a 
three-story building at 1134 N. 
Pennsylvania St., recently pur-| 
and remodeled by the 


agency. 


Jumbo Names Riordan 


Jumbo Steel Products Company, 


to the 


2'/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 


= 


H. Riordan Company, Los An- 


farm implement line, including a| 


ie , ‘ 
7 tractor. » POULTRY supply dealer 


editor and general manager of the | progress of New York City, of en- | 


Pioneer Business Paper Serving The Poultry Industry 


Gross Names Taylor 
Claude Taylor, formerly with 

Leo Burnett Company, Chicago, 

has been named art director of | 


ROY M. LYNNES. Publisher 


1230 Washington Bivd., Chicage 7, thinon 
Write on Business Letterhead For Market Dote Folder 


|H. M. Gross Company, Chicago. | . 
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GROCERY SALES 


Continuous Monthly Grocery 
shows sales and stock-on-hand figures for 
more than 350 well-known brands. 


GROCERY PRODUCT DISTRIBUTION 


Post’s Grocery Distribution Check shows 
percent of distribution for 51 major grocery 
classifications stocked by chains and inde- 


pendent outlets. 


| 


| 


| 


| 


| 


Inventory 


FOR MARKET FACTS 
AND MARKETING INFORMATION 
ABOUT CINCINNATI 


ASK THE POSTS 


RETAIL SALES OF DEPARTMENT 
STORE TYPE MERCHANDISE 


New Post survey shows point-of-purchase 
for wearing apparel, furniture, home furnish- 
ings; brand information and point-of-pur- 
chase for appliances. 


CITY ZONE FAMILIES 


Up-to-date information is now available 
on Cincinnati families by size, income level, 
home ownership, home value, rental, work- 
ers per family, occupation, race and age. 


The Post has compiled—and is constantly collecting — 


[ng 


"re my 


analysis, to help you sell in Cincinnati. 


questions. 
formation tailored to your specific needs. 


Represented by the General Advert 


wealth of pertinent data, covering all phases of market 
Send us your 


You'll receive market and marketing in- 


And when selling in Cincinnati, remember, you reach 
153,000 families through the pages of The Post. 
miss this active, responsive market! 


Don't 


inecinnati Post 


THE NEWSPAPER FOR ACTIVE cinciINNATIANS 
Robert K. Chandler, Manager, General Advertising 
CINCINNATEI 2, OHIO 


sing Department of Scripps-Howard Newspapers 
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Center of a billion-dollar petroleum industry 
... it's America's third largest market ! 


AMERICA IS MOVING WEST...TOSTAY! Total up the dollar value 
of the 121 million barrels of crude oil produced in the Los Angeles Basin 
in 1947... over half a billion dollars’ worth of oil refinery products... 
and the more than $60,000,000 in oil well equipment produced here 
annually—and you see why Los Angeles ranks No. 1 in the petroleum 
industry. It is estimated that over 200,000 persons in this market owe 
their direct support to the oil industry. This is just one more factor 
contributing to the remarkable growth and stability of Los Angeles — 
now America’s Third Largest Market. To sell your goods or services in 
this wealthy, aggressive region—use the Times—largest home delivery 


in the West! 


ANGELES TIMES 


CRESMER G WOODWARD, - NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 


GET THE FACTS ON LOS ANGELES. . . NOW AVAILABLE 


The Research Department of The Times has completed 
a comprehensive survey of the Los Angeles mar- 
ket —including studies of population trends, 
sales analyses, buying habits, routes, ete. 
These valuable studies are outlined in 
the booklet “Los Angeles—City With- 
out Limits.” Write The Times today 
for your FREE copy. 


Cireulation—-ABC Audit Report for 
twelve months ending March 31, 1947: 
Daily, 400,811; Sunday, 747.852 
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a ae : BS ee elie - 


~ Ss: aes ig aes nme ar eS oo 8 ere ae, ee mae Soe a eee: ORI: Sai). “a Reema fe: tle ee di eR cane Sey) eee Taree Pl oe eT ee ll ee 
re... Seer eee ee ae Re eo oe a 2 a re 
ee ee ey Tete ee I Re i a ge age On ne ee eS a. ae. 
ener ee eee ee ee RR ee ee a i ae ie ae ae le 
ner , , 
" 4} Adve’ 
x 
| ‘ PI 
+ . 3 % + IE ee re & ee * ae) ‘ 3 5 ae 7 et 
™ - * * tte > & P i “2 . Res rs ee rere 
ry aie wf 
a a <p ay Sy nat 
: r Be ee a Sa tr 
- Me . aes Ge * $e 4 
ae jpn * Be ws ahs ig f oe 
: Ss uille ae ee aes BY oo le oii : i. eile 
~ ; f “ a Oy i “ ee. aa Ee ee 
is — ‘ el é - <a : -/ “eee = : +e fin @ *, fait ~ * 
fy : 4 ge " . - ‘Si ae S . or, ; ie > it Po 
s peters 8 “oe ape nll “a, aS tet Se ~ Se ve as oi 
i ; a ; } >. + ee he ng | } sg (ee: se He : + +4 _ Pe ats 
; : ” ° 7. ees ii dt ed a! ©. -< ° in SO --_ i < ES 
amin Fe L aw S eas we “4 { iS ig Monit 
: eee Sh cdalt eae ook ewe, | 
) a Be Cla SAE fe eT oe Peden a. " 
. 4 ‘ ‘ F . A = 4 a De oe a ft 
ate, ly Oe Oe - Gite. os : € ‘- tin z 1. oe 
} ° — i . ee Ne -— ¢ . > Pa de ‘ i oe a 7 ' 
—ie Mee : mei = at aes = TP i Ya? 7 iY 7" 
px TF - eo ae. 4 oe r : 4 4 "i £ “ a a Pe F" Pi i: : 
; ee ° ‘ * os San St fs * ing eener = * ge +e Re. = Bt aie te Bete: ee me 
: oe! fF oO. pa Ba hE nd ge = _ Lee, t Pet La: ; Yar ae 
: 2 ee i Suet Bee — - oe - og erie : 
Oe ae, i > Jae it gs le ee PS ah a Ree eee ee So ae fe: 3). i 2 
a RA i in ae ae ok eye Sees is ge >. am hs 
' = eee ema eG ee ee ie my ee ee eee = 
_ : nee ey ear ete 8S ee “ 
Se of ae Nagin eae pee ee Zz. ee eee a ee OR IES ey Bos 
= oe 3 e nh 6: a eT, Sea, ee i Lee a Cee. ; : 
aa. * oO Amy? i 2 - 5 Pe i. re C2 9.2 Pt es 
is eo me _ = ay + a 3 ’ = aed > Maw oa a a 5 ae pe ly P Bo pie ¥ “pee 
a ‘ — 3 PW : c P i ee Cie, eee > Oe te; ~ 
- fe i. : a . ee - . as: att a oo 4. Phen Mees i a ; 
" ae . mee ee | i ee el wi. i oe 
ss mee a ove. ef a oe ee rom Pn ee eS i . 
; : ‘ bg “ 4". fa ee . Gone, re is ee oe se ae < ems vids 
"ag Apia: von a ee Ss Sale ee ‘  - gt es * ee ae of eae , 
aa < ae ‘ ame Saag SBP a mes 2 eS ate eee be oe Ee - a. | Weuee “ ! “ 
en ee . yt? . *, ee. re <5 eR ae es 8 Pe fd Po 
is 7 ; : * i eo ee ae Foe sg Fie ia 
re ™ =? ~~. a Dies . ‘~ ood eer an Te a ee * ws : ; ore CAL 
: : — = ak wes, end ei ae “e.5 Be ee eer ee ee ce he L |= . mana 
: . “ - oe Cb aia va Sem : ee Ee sae Peal oh Nahieas! ae fe a” _— 
i) er oe ae: i = * ( ; - ~- +? ia - og ae, x ; “se . . ager, 
mi!) és “ ie 5 ae gee oe ; Fy ah ee te ae: x Kw i } oa ia’ 
* io “~_aee — nF ae: ‘ : . ae ee woe - oe 
« t A . ~ * ——- ‘ led: ise 7 , a + a 4 F 1 a = 
L : _ eo. ; al p Mal _ + } ~ \ “fe 
AA hs eri — ij 4 “ am R ein i s Les . by 2 a 
" ——_ — 5 Ts ee * ne So eae Sree et | & ‘a ae 
3 ad ‘ a 5 n ae or pf er ar ees 3 a fom *. 4 - 5 . . * 
: nh * iy : ao te ce.s ie =: 2 ;* ie en coy — 
ere _ - - 7.) *, ~ me ae Pa \ ee 9 nl ‘ ~ et. 1 : “ ‘yee co a - ? ts 
| —e m “ip - Ai eloe heen « Se ot 
ag : 4 ’ . — eee ee ie ee CC ae ee ee a é Ls nls ; +es . ‘ 
. = x Ee — lh 5 Bes oS ee a ; . ee a a ae ‘ i... Yr Sel et 4 
ee y . — * 5 ie By eee en a> ace’ s c ae . { ce . . A 
¥ i " " a ts f ‘ee pee: . Me 2s ci ys : 2p ’ 4 « “pet ~ 9 . “ i 
. .% . ~ 2 (} oe ow Ee ot Pe Sein ee — =. 2 Bin g 
. ——! Og fs aia ver : ae 4 ay a bs * 1 ees oo a en eee - -—- a; - — - ey ee 3 
2, a 4 ape ee OS 3 | shore: : 
; 4 ..%, a. ee ; ae ag, TS eA eee we Oo eee P i ue +s 0 oS A 
ee ee i eee , - exe ‘ ae . ; +. ere Le eS : , ; “ — : 
et ge ates 9 * — ae Ags . | te Shes Oe Yana ge, ae a ay eee a : 
a ee i . PC ae ee Pe nF 5 oe : iit . ‘a we 4 ~- Pon / — » sat ; 
- ae ‘th — ‘ >? Sr 3 Pree 4 : agape aap i< 3 - nies a. * ost | sie’ Ks : % 
caf wemee a ete acl ef 6 a a hee oe ee : eo = oe ea ; sae ’ . “ees TES” Sad, " 
Bie: Oe” ee *;: a eee ee e ups eile ys Sera ar na es . 0s Mati . '@; ‘ > aoe : mes | ? hts os : ig 
a, Mii San ate : Sa * ae A ; x Ae te ae a eee , —. ie ee is. 4 
4 ae ee Lae ye a “Se ae ma Ga t . Ph, Rem ae og ae in ar, S ee -—_—— —, ee as Be,” 
ag oe clr eee? Cia!) ay een in: a Se etng — —_ 7 > oa . ™ adie : A 4 ee cz - 
4a eee ae = 7 a. Ri ae! cae ae ~s a .. ow : ——- — a ba see ae ‘ ~ - ent” % 
m Bee ai [a 2, tl ~ eet —— 3 4 a tee s =<. ty Siw. a y oe z “Ss . es 5 
Ft ees Fil A Re gal feck se 7 . & oe <u = , " - , ee ne . fe: y aa "4 3 a 5 
%j ¥: lic alt ee Riek — aoe Peo psp a CS Saeed — . : . ie . mH «< od _ : / 
‘& ae. ee. eee eee ee i : ‘ ' Ke ‘igen: |) MOIS | 0 ee , & 
ya oes Ss . CS oie tay ed ae Be nie Paeee = = we ' , P Be ss, cae : ‘ : bene a ls 
: OS ie 2. 7 Oe tee, Fee.” = TS «. Be or Sa. -. eee ~ co 
Bek it a! ae er ess a aie ey at <= oo » A ae bree tc ae an ~ ae at melee ae a “Fr a su 
= Aa go OD A cea to. ars : a a f ae Ce? . : an ; a " . - 
a Pe ee ES ey “ | cee 2) er “183 —- @ + ?, ee est 
as > a pin +" aie eels ey Te aly ee, ie ci ee aa eee ; “ee lee ba a ——. ‘es -_ “= aes ae ” - a i | 
te er i oe set “It Pe a. se = , Ce a 
a , 7 Pe a es ie OO ee eg ‘~* pe ; ase Ie ie “ye aii \ i. i % ' 
. a hh kee Ne Se lll nan il 
a J ea ar ee = oo tie es . —_— 5. “Se, | pe > gaara 
: : a are | REE” TN oi : =e « Onn ee a &-- : . ye 
. = ‘ . ge ee. a by “ood de ~ Pa. wk NS a » " . — 
® ue ‘ i ; ene” ae. 1 = ; “ . ol _ a . aD : — > 
:  — Oe ey - Saree — . wnt Sar > S, ; ‘ >» ae 
‘an . - aie “em me - Se t= Pe : a : v 4 a : ae oe 2 acta a 5 z 
; ee : ia a & Be “a i f fe @ " 4 E ee i! Gi P 
= as ele at's ge i - = c ; a ae ee Oe, 
— eet aes Gk “ , * ewe a te > oe “i eee fi ted en, Ae Boe 
be : 4 A il % a Pe RF Ay ‘ - ar ae - ~~. . + i . 4 eo hee a4 & a < 
; ae 7 ee gee < a = = ~m, ta —" ‘ . ae ~ Fee sie igs - 
7 ee : ; . és , peri ™ ~ Fa toe | 0 Le 
ir - ~ ag ‘ : -$ ; es a ms * : a ’ > 2 : ics ’ ime L 
; “eX. 4 — 4 — — € ~ ae %: ‘Ee ‘ —_ : wt RE “hh ~ = : Boh ay : 
. ’ f . Z > wa > agen e = hs ‘ee a ‘as : ns, + Py > 
-e 4 . 6) - ef , oe ee aa x a ~a we Nata, ? 
, : : : « > ont » ‘ , of x \ Sa » Vk - Ss. 4 a ie . = > : ee ™ a 
: . | . © nee ; ¢ " ~*~ >» , 4 ’ P , Bis aS ms ‘i. ae 
Kor - a . oe? ao i foe ~~ s Nee, & : << gi ne : me ‘ Sa ee a 
rid. —r ; : * fee ae 1 ae : (SSD asthe ee — ee id : : eae jon: & 
. J _ — : t <a 5 ; a rt, ~ . ri ‘ Wee i ig tr Se ey | +>. 1 ee ces > 
ny, a _ . a * ia. . % J SB io ee , eo Se eee ies, oe is 9 ar ; 
ae . , = al - 2 a b ‘i © aie 2. ‘. : *) . a =" a % tae . ia a : tee te &, Ps a . 7 ee ‘a ’ ty a i pile 
re a 55, eae -é e" eT bss gd oh 6 ” neg ee “ih _ < 
* « eee ; 4 md -— ieee gees eg al on el 6 ill 
o s ' *. a Ota pw os ei $ 3 2 Tm tal es es i ® ago a ess - - j a : A 4 
“ ™ “os € -¢& oA En, Se igg> SER a a SF 
42 ia " ke: me , ‘ aia aa ‘ a ee 1 a oF G6 eee hg a4 ee 
+ _ 4 7 baie Ag ae oe. bes, ; mk esis a + ane. *. — : eg > 
e aN “hy an |, 2 See * Bi ANY et | a 
. i ° . * ‘ pe <2 * ” pee ew Piige . 
ee: 
a 
EEE 
- 
a 
; y % 
“He, 
ite — . 
d 
tag om 
~ vf 
Po " @ 
a" bs a ~ 
. . * 
a xX : : 
i ; i 
‘Lc As SP Wee ar ee a Ng ec aR SCARS OE eR eS aa oe PSPS Reecn Bit yin ehh ak SOLAN eee milan eR an es alee see Ie Nes 


Advertising Age, August 9, 1948 


PHOTOGRAPHIC 
REVIEW 


DUREZ FETES AGENCY—Left to right are Clark Cassidy, Durez Plastics & Chemicals, North Tonawanda, N. Y.; H. W. Com- 

stock, partner of Comstock, Duffes & Co., Buffalo; Herbert S. Spencer, advertising manager of Durez; John B. Morton, and 

Clark Simmons of Durez, at a cocktail party given by Durez in appreciation of the ‘assistance and cooperation of the Comstock, 
Duffes agency over the many years we have worked together.” 


CALVERT SWITCH GOES ON—Tubie Resnik, vice-president and generai sales 

manager of Calvert Distillers Corp., and Edgar E. Guttenberg, advertising man- 

ager, throw the switch that lights up the new mammoth Calvert spectacular on 
Chicago's outer drive. 


west | -Cat i ahest 
F- ‘vat Yatue! | 


fate 


SCOTT ENTERTAINS MEDIA MEN—Harry H. Scott, president of Scott, Inc., Milwaukee agency, successor to Scott-Telander, 

’ was host to 60 midwestern publishers’ representatives and Milwaukee press, outdoor and radio executives at a luncheon i inaugu- 

CONTINUES PRICE THEME—Chevrolet Motor ‘division continues to stress "low- rating the Scott organization. Left to right, here, are Curt Moss, Newsweek; Edson Cooke, Street & Smith; Ed Brennen, Sport 

est prices", despite recent increase. Shown here is the August poster which magazine; Orie Wernecke, Holiday; Jack Flanagan, American Magazine; Dutch Feldon, O. A. Feldon & Associates; Nick 
appears on more than 10,000 boards. Campbell-Ewald Co. is the agency. Amos, The American Weekly, and Howard Camm, Scott, Inc. 


GET WET ALL OVER 2, OWENS Bopy BATTERY! 


& 

ship on approval, ready for use, our FO AN~©WOMAN. Contains 10degrees of 
VICTOR CABINET SS strength, Current can be ine 
: -ereare decreased, re«- 
Folding Bath Tub = versed or detached at will, 

It is lined with heavy zine, handsomely ' and applied to any partof the 
finished. eannot leak. is easily emptied, : ae body or limbs by whole family. 
and will last a lifetime. We pay freight. feat oe Cures General, Nervous 
Price 11.50. Circulars free. : ae ot Aand Chronic Diseases. It 
FOLDING BATH TUB CO. QW iif is light, simple ana superior to 
Box 23. Marshall, Mich. >. 7 . all others. Guaranteed for 
SEAR Cette 3 nF o one year. Our Large Illus- 
$1000.00 147 Cash Prizes A ee i ci PM 4) m_, tratied PAMPHLET giv- 
Rta Atmel ket sn ae | ‘ Wipes B ing prices, testimonials, mech- 
cose 5 . anism, and simple application 
for the cure of disease will be 
sent FREE to any address. 


DR. OWEN BELT CO., 191 State St., oa 
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VAN CAMP PACKING CO., 40 Keatwckhy Ave. indianepetis, led 4 Z Pha 
¥ a 
¥ 
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Ya, eet ally @ conrad t SsOU the country, They ere how ~ ee vee hoaree for 


" remedy, Give Express and Post Office, Py r ir 
y mm =H. G. ROOT, iM. C., 183 Pearl St., New York. SN WILBER o. 5 


; HOW COMPANION PAGES LOOKED IN THE OLD DAYS—The Woman's Home Companion, (upper right) is offered by a Chicago company for $6 and upward (1888); center, Van Camp adver- 
founded in 1873, is celebrating its diamond anniversary in November. Shown here are a few of the  tises a recipe contest (1900) and Ivory tells the benefits of a “pure soap" (1900). Bottom row: a 
early advertisements, two of which have grown bigger and better through the years. Upper left, a free bottle of "my infallible remedy" for fits is offered by a New Yorker (1888), and the scare head, 
Marshall, Mich., company advertises a folding bathtub at $11.50 (1890); Dr. Owen's body battery "Alarmed" advertises a buggy and harness, made by a Cincinnati company (1890). 


- 

att 
a Fe GRAP ES mUmnAy “068. 96 wiceide ne i RNS > 

a Ps rh lie Loy, % 

: jo ibd sre 

> : i siren pat “a np i Mp wn RB hp | : 
q When I sxy cure I do not mean merely to ptop them re pao cpa et deat ale i po Sissons. abe Eo tangs a 

; eee =62itime und then have them return again, Imeana rad. Tae eo OUR maraTons , € [esrege mars ae * 
. See icalcure, I have madethe disease of FITS, EPILEPSY [ie set sins ione nine tod wey want a | 3 — pei? Feber wewirer, sty our caese oo) 
v7 or FALLING SICKNESS a life- ‘a * study. I warrant [i seacr ene toes can pgy testy tem 
[me my remedy tocurethe worst cases. Because others havo Hi pec pos te toate prem : 

' em fu.ied is-no reason for not now receiving a cure. Send iim kets cei :: 
[am atonce for a treatise and a Free Bottle of my infallible Tim : 

F 

Me 


pee a eee Te Peers ee a eee a & : ii ig care a ie a Be es ei ee eee es ee es ee ee we ay 
ls SM, hee te Oe Be oils Sy Waa ee Ca i a Kit ee ee Race | adele aie. ora i ee apa ‘ee Sees BS) =, te pee’ ee ee ee me 
a ee a GS MR se ae 2 ee eh ue oS Re a ~My. coe Se oe a aie ee eee aa 
if A on ea oa F re a2 uate ee a aie re Ag 8 oat a i = ie soe “ Sar RS. _ ee 2 ae eae oe ee one ae ’ ‘ 7 ys ia rhe Es aa Pe a ee ee ie Ma Pac Se pe ae ae ek ae \ Weer ty 4x ee re ole as a" 
P ’ sia, lg ee Ce Pe am ROR Se ea “oR See — een a 2 oo te ae 
7 . 
4 ee 
, eo 7 a (| . af ‘ oF : 
a eg a ties ¢ M4 : 4 : 
— tee Bes. } & i ; é 5 = ne 
in : MG ae os Pra \j . z Re 4 \, 3 = © . he seal 
. ro = 4 Pg ay ad 1S | ee . 
Siig he ‘ — «d : Pa 7 La) ae Z . ae =. J 
gee eg —— —— \ _ f ae x oe a - ! 
Pe ons oie dies > a * ‘ a \ Eis ‘ ° 4 a: ; 
Py a ‘~~ : : ave : 4 a , 
é Pra 2 “ ; “! , \ , 2 — 
a _. ¥ we a Ve « P : er 4 
__ ae P j - oe ry . ‘ Ly : - i ae 5S A > 
7 — if ee , weer 
- _ a 4 cd j . :/) fils tite ‘ os ® » ‘ + & = 
ed ‘ ~~ aa _ et ‘wi ait $ if Tae — _ . -< a ‘ 
2. i a 7 ce ae * o bil he j ib iff - a os ‘i 
a « *, eH € Pat | oa Lae al Hi aay! a : CF 
: . i es ‘ ae = af . . = - i 4 oy “ees & . ae 
A ~~ oe 5 ; my . . - aS bn . ae . a ; %& nt 3 i Pig we. > | 7 la i - ' 
: ie ; ee ee ae \ Bo. da ante Jie ; Fe ote a if nS oh 3 = ian “| - » se: ee 
c - i tes “ ae 4 Xa ; : ae = es a |. sn ae s ‘ ll TF i —_—— 
as is) x i S 1 y fee + 5 oe aa ‘ Pe = ¥ g 
} ~~ * * =e, hal & 3 > : é =e a i os = eens ‘es a) jot # ™ P i —“ fis — 
$e ag: ; li , . Bas & an ; ward if? ates be we) pe § 2 yf 7 4 ‘ 
~~; sa 4 - : fe F oe me 4 apa a ea ’ ‘ af i , ~ - ’ - ' 
re ae . eee ” ° s : adi ie ae de aa 8 r i —_ # ¢ . ‘ 
e “2 ' ‘ bg le. | gi sas ee 2 : « Ns 4 : ° : 
_ ‘ ek .. + } , ee : Peet hei * eee cod ee 4 < rot ~~ _— : 
-* ee : 7 ee: : ee ' ‘a i ; We : 74 
RS , oS win 7. | * 1 =e " . a ) 
leg We “ 4 : ake: a : : 4 E ’ A . i .. 
‘ ; : ADile 2 F sh a A ; = : eee Se pe Ce er : aan . ; + = = 3 
ss bi s . 2 ‘ ~ eS ee te me 2 aes $ SMart — ‘ ‘- i . 
Tes Tie rds 4 * ; P | Vee, eee pees ‘ aa CS eee ee s u ‘ i> oe 
‘ is Pe ae . : se e > s = eee ee * , is > neal vs Pa * 4 * et i ie : 
83 fae) Yt ‘ 5 ‘ ‘ : a ‘las © age ‘aes 5 “ Pe ae a se ee " FF y Eos ‘ t- g ee 
bee > : ‘ a: esis ® ; Be Se eames Be : , oe : . J eon 
a, ox “ oe hag euie eA amar Be ee ai Delis oy 9 s 2 es 
a re 7 Oy fers } meee D) ie asl 7 ae A . CLs ; + a oe - — 4 
ee ‘ . ; * Sig eer : x ee a ea 2 a ee ne a ig. Pe i a ge " ips 
Po : my, j >t ‘4 4 ea ’ bad *) ; . ag ay. Slee 5 i, ‘ “ . : he ; 
; By whee F cv ; : , — ty : 
2 s » eae ba i |e oe i 
rj bi wg kk 22 * . 
sy sae 7 - ie i See er es Po. ee ; ¥ * 
Ri of An ie ite 4. ; 4 
— a a 
— . 
; h ¥ 
~‘. , ‘ : 
‘ . i . is 
P 1 ae oan. Pee cy pea die 3 eels weet ” iv i ee 2 Ge ns | We ot ern 
” all ap ues, Ai a, * Sol - ae a ee | Ce oe 
: x Sd . lie OMe te ee ee . ee i ae) oo. ‘ayia eaten 
, . 1. fee A le if Rs Bie ka ie 4 ee ats i , 
a ; -s ‘ feces 4 ao Bre , sh ; ae ' : , + ae ° 
* B a Pipe Fe rere = Sere : c. " 
hy *. : TE a? poe } ‘s wa %* Ss . ‘ j 
=, . =m a Pre ey a, 7 te 4 q _ ha 
diem ea - € a § F ti a at 7 - 4 * oF a 7 N Si 
“oq - 3 # oe = ot or & es i ‘ Le Se 7 7 
ey , oo , eer: Sh Nee , rs a me oe. 
— i “he, ‘ te, ee ae te es a ae * bes im cts ea Mes ena BA r e : oo. Bs 7 = 2 : 
i bs 3 rick, 4 eee s bs ; wot! Neue 4,5. i ‘ ~ 
4 | ® “ WS” } wee FT é = ae j 4 soy 
x : . .  & a <a me Be 193 tile va : 7 he ae - ‘ 7 ; : 
A. | a ‘Wen \ (a © ae ace >. /e | 
. ee ae ee ; a ae ’ ‘ig at ’ Fa a 
4 A ; kh — : fa a. “eaS *. e % —s OS eS : ; 4 i 
hin * G “ae ae a eet! coer a A. ia J iss Fe ; i * ; , 
rk x eae, Se SS: oe ieee ce f. ei ae 
My ¥ $ ‘i ~ a ic ee oe *~ ae “ae ! ae ae - * ai 
gs re & BS . . ¥ ae wre et ee £ ie 
re / ay ao a. ie : _ < * - ae & : Fg ‘ 
py rae : : > 3 , v * 4 ink ms 3 ‘ : i * fe 
“ge Oe 5 rue : as | ‘or 4 ; “ty a _ > sie ek \ os > i. é ; 
oS ¥ Pg J Sider Cs aay ae r = ; _ ° 
— F 2. is et * ee 4 y ee eX. - i. : 48 Ee ea ry oe a ‘ ‘ 
2 - ‘ a" F tee a ae a1 a : B38 4 ae? " 
e i -~ .) 7 ee ee j 2 an zs nat z ee ’ 
; et } ; a Ba. 7 eee ee en ae iy et a, eee i 
3 2 Dee wea a : aM see ee ¢ ct et ‘ , 
3 a ee ee ee A ee SS ed ie * Ro cee oT lg tm . 
. a k : ‘ d uth na = ees +8 et Sep ee per ‘oy via a a a ana F i fo. cu Bre: 4° ‘ 4 
ati “SE YOUR LOCAL CHEVROLET DEALER / i gs + Ae ; » oe | 
-_ Fs. ; 
5 
hat cc 
=e 
4 r. io 
ae’ a nas 
a 1 yale - — u si 
— J ae 
nt 
it : 
aE j 
- ' : i 
} ~ } 
- 
) - 
as, | 
: ° 7 
: 
a — 
« ioe “18 : 
s 
: CLOSED a 
y 
, ao 
: ee Bee! 
. v3 
“ : 3 * _ } oe 
> + ae a 
EP 90° me a bs 
a os 
; a a ae 
was § pe 
I ee i 
| roe 
q pie 
$: ge” 
‘ sina 
‘ ee 
3, £3 
; txe hte ag: 
3 . ie # wish 
el 
i 
q 7 
Be 
ee 
, 
ie 
Bast 
fri 
Ee 
z 7 
; 3 = 
3 f= ra 
: or 
pa 
; i ' ? 
“ [rae é Yea | o ae oA Lanter 4 ~ a <a * * we * ~ " al . s . ta 
Be Na a Yaa as Pa, BE MAN ORS ap pan Rit TENS a MOURN CRE Ziel AN ce tare Ek a ee arpa Cs are El aly Se Fa. aon Ry ON eee ne ; , 3 ae 
Ri, NUNES CAEN NER ae ED AMES epee ete ra Tw ek eR, Rae aE CAN amen I So GR ay SEE eae ge ORI RAN | RIOR OWT ee aN he NaS Ea kbd Iw ROPES Vos od CA Aili Way SME AGA Sn Peas eeu baa 3 : en ret 


= 


Three Name Armstrong 


Armstrong Advertising Agency, 
Chicago, has been named to han- 
dle the advertising of Forty-Eight 
Insulations, Inc., Aurora, IIL, 
maker of heat insulating ma- 
terials; Judsen Rubber Company, 
Chicago, manufacturer of molded 
rubber products, and Central 
Metal Strip Company, Chicago, 
maker of weatherstripping prod- 
ucts. 


j 


| 
| 
} 
| 


Walter Lowen 
PLACEMENT AGENCY 
rters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 
Executives © Copy @ Art ® Office 
Public Relations 
nan sates seer 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


IRRO-PRODUCTS COMPANY | 
i “North Carolina — 


| salesperson, 


| tography 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Saies—C reative—Executive 
Censult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personne! 


| 200 S. State St., Har. 2063, Chicago 


| Complete commercial art and pho- 
established | 


studio, well 
equipped, needs 
excellent 
to Hunter-Gaby Studios, Inc., 
Dearborn St., Chicago, Ill. 

. 87,500 
3,600 
3,300 


and experienced 
write 
415 N. 
Account Exec.—Food Exp... 
Advt'’s Preduction Ass'‘tant.... 
Advertising Assistant 
Copywriters—Top salary 
Layout Artists—85,000 
SHAY AGENCIES 


| 30 w. Washington, Chicago 2. Ol. 
| Advertising Representative for West 


promotion. 
financially re- 


Coast, who knows sales 
Free to travel and 
sponsible. 

Box 9704, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
185 N. Wabash, Fra. 0115, Chicago 
SALES PROMOTION AND SALES 
Old established manufacturer with 
national distribution is in need of 
aggressive man who has experience 
in sales promotion and merchandis- 
ing of tires, batteries, and acces- 


through oil stations would be valu- 
able. Liberal salary. Age preferred: 
30 to 40. College training or equiva- 
lent, plus sound business experience 


necessary. All replies will be treated | 
| 


confidentially. 
Box 9698, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ELECTRIC SIGN 
SALESMAN 


Raycon Mfg. Co. Requires Experienced Fluorescent Advertising 
Sign salesman, Full time or side line. 
screened glass panels enable faithful reproduction of advertisers 
trade marks, special copy, etc., in true colors. Orders promptly 
executed for quantities as low as fifty units. 
accounts now using this product. Commission checks mailed 
upon receipt of order. Complete Factory co-operation on all 
art work. Sample line furnished to responsible, experienced 
sign salesman. Representation wanted in all Major cities, ex- 
cept West Coast. Write in complete detail to Wm. E. Woods, 
salesmanager, Raycon Mfg. Co., Inc., Erie, Penna. 


silk- 


Custom made, 


Many national 


Ad-Man Was 


DESPERATE 


So He Wrote A Letter-Series* That 
Brought Over 6% Reply 


An agency man’s biggest account collapsed 
had to have new business—-but FAST! No time to 
follow “hot tips’’ or punch doorbells. So he asked 
himself—‘‘Why don't I apply to my problem the 
same principles and techniques I have used for my 


clients? He did—and with a series of 9 hard 
hitting agency sales letters, he produced over 6% 
replies from prospective new accounts He got 
phone calls, letters, personal visits—from adver 
tisers with accounts running from $5,000 to 
$75,000. HE GOT BUSINESS Inside 6 weeks 


he was in the position of having to refuse new 
assignments, 

Quick, Inexpensive 

this man's strategy was inexpensive 
letters, combined with an unique 
form Simple, fast, highly prac- 
definitely proved! 


this series is ideally suited to the small 


Best of all, 
multigraphed 
mimeographed 
tical And now 


Although 


or medium sized agency, a “big shot’’ might read 
it with profit, too 
Is a new business plan that you can quickly adapt 


to your personal needs worth $10.00 to you A ten 
spot will bring these Portfolio of the idestical 
9 successful letters, enclosure forms, suggestions 
for adapting series to your needs, suggested 
method for quickly building productive mailing 
list, suggestion for building agency sales port- 


folio 
you 


pointers on best way to close business after 
reach prospect's office 
5-DAY Inspection Privilege 

you what! Look over this material for 5 
jays. Then if it isn’t worth a lot more than 10 
dollars, return far full refund But ask 
yourself what it is worth to get a new account 
Make checks payable to 


M. Learn 
525 Deming Place, Chicago 14, Illinois 
*Series was used on 500 names in Chicago area 
only Good anywhere else. Basic ideas still good 
here 


Tell 


Two more industrial, trade or export publish 


ers can profit thru my persanal representation 
in the states of Illinois, Indiana Minnesota 
Missouri and Wisconsin. I now sell three such 
publications and can constructively serve two 
more For the past six year§ I have been 
western manager of Diesel Progress, Sugar 
and World Petroleum and for the seventeen 


years before that held the same position with 
Automotive News Production records and 
references are exceptional ami will be gladly 
supplied to anyone interested 


WILLARD R. COTTON 

Publishers Representative 
307 N. Michigan Avenue, Chicago |. 
Financial 4622 


He | 


THIRD DIMENSION 


We want man of outstanding ex- 
perience, personality and back- 
ground to help introduce revolu- 
tionary, natural color third dimen- 
sion photography to advertisers in 
the middle west. Exceptional op- 
portunity for big man with out- 
of-the-ordinary ability and con- 
tacts. Age 30-50. Send photo, 
give business and personal back- 
ground. 


Box 7128, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AVAILABLE 


Former Associate Editor and Art Director 
of LADIES HOME JOURNAL; Publicity 
Director CURTIS PUBLICATIONS: Assist- 
ant to Vice-President of PEPSODENT 
COMPANY in charge of Amos ‘n Andy 
and the Goldbergs, etc.; as Executive 
Editor STREET AND SMITH MAGAZINES 


developed the SHADOW and NICK 
CARTER into network shows. Have quan- 
tity of original radio and television 


shows on tap. Author several books and 
short stories. Effective voice personality, 
personal salesman and modern publicity || 
promoter. | 


WILLIAM J. deGROUCHY 


Room 2010 Finance Building 
PHILADELPHIA, PENNA. 


NEED A GOOD REP? 


I'm young, energetic, making a career of 
Space-selling, and need a bigger opportunity 
to take care of my increasing family. Now 
with outdoor publication Volume of space 
sold commended by publisher Have fine 
agency and general account contacts throughout 
Midwest Will move anywhere for right op 
portunity 
Box 7130, Advertising Age 

100 E. Ohio St. Chicago I! 


opportunity, | 


}; sories. Experience in merchandising | 


pliers, 


| 
| 


| 
| tive. 
year 


HELP WANTED 


- PRODUCTION ASSISTANT 
in 


for national advertising agency 
Chicago. Must have knowleage type- 


setting, printing, newspaper repro- 
duction. Busy office offering real 
opportunity. 


Box $707, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, iil. 


| Sales manager for established ABC 

business paper. State experience 

}and compensation expectations. 
Box $711, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


DIRECT MAIL: Experienced man 


wanted by National organization 
| marketing automobile appraisal 
|guides and other services. Give 
| background and salary require- 
ments. Confidential. 

Box $712, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
___POSITIONS WANTED 
Ambitious young Iowa U. advertis- 
ing grad. seeks position with fu- 
ture. Some copy, sales experience. 
Good background... R. BK. Hounshell, 
204 So. Jst., Council Bluffs, Ia. 


AVAILABLE 
Young man, age 33, now handling 
national adv. schedules and produc- 
tion for large metropolitan city pa- 
per, desires position with agency, 
publication or allied advertising 
| aervice organization, that offers op- 
| portunities as a reward for diligent 


work, Desire sales or production 
|} connection, free to travel and re- 
locate. Can offer best of references 


|and excellent work and attendance 


| record, 
Box $701, ADVERTISING AGE 
__ 100 E. Ohio St., Chicago 11, Ill. 


10 years space and time buying for 
|} leading National Accounts. 
Box $706, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Mi. 
MR. PUBLISHER 
| 

A man with exceptional qualifica- 

tions and years of experience in in- 


| dustrial and technical magazine 
| publishing awaits your call. 
| He knows every division of the 


business—not in theory, but through 
| day-by-day activity in them and 
| successful discharge of top respon- 
| Sibilities in editorial, advertising 
and management positions. 

| He a “natural” for publisher need- 
| ing new editorial or advertising de- 
| partment head or capable executive 


|} to assume general management of 
business. 
| Box $702, ADVERTISING AGE 


100 E. Ohto St., Chicago 11, Ill 
| Advertising or Sales Promotion man 
| seeks position with well rated 
Southern firm. Age 36. Excellent 
references, Past six years as execu- 
tive with International Air Line. 
Seven years Sales Promotion, Pho- 
to-Engraving and Advertising Pro- 
| duction experience with large 
permanent 


Northern firm, Want 
position with chance to grow. Salary 
$5,000. Available Aug. 15th. 

Box 9703, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Available East or West Coast 
Creative production supervisor- 


writer. Commercial motion pictures, 
slidefilms. Extensive knowl. televi- 
sion. N. Y. and Hollywood contacts. 


| Rm.102,1349 N.Cherokee,Hollywood,Cal. 

YOUNG GIRL GRADUATE 

| of the Unjversity of Missouri School 

| of Soursiitiens desires job in ad 

| ageney in New York City. Ex peri- 
in 


|} ence layout and selling on a 
| small daily, retail selling, and home 
economics. Will be in N. Y. Aug. 
/10. Jeanne C. Gillum, 607 Maryland, 
| Columbia, Missouri. - 
Hard-Hitting—Ideaful—Sales-WMind- 
| ed copyman now in small agey., I 
| want opportunity. Know 
prod, contact work. 
| mail-order exp. Prefer agey., 
|} good adv. megr., too. Age 32. 
tox 9709, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl 
| Production Man—13 years Agency 
and Mfr. experience all phases of 
| advertising seeks responsible job. 
Knows media, schedules, copy, lay- 
outs, type, art, engravings, electros, 
| paper, quality printing, good sup- 
Accurate worker. 
tox 9710, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 
REPRESENTATIVES WANTED 
| Wanted — Advertising Representa- 


publication with 18 
publishing with es- 


bigger 
media, 


Technical 
successful 


| tablished clientele has opening for 
| representative 80-40 vears old. cov- 


ering Tllinois, Indiana, Michigan 
Wisconsin and Minnesota An op- 
| portunity for experienced space 
salesman, preferably one who 


knows printing although not essen- 
tial. Salary or commission. Posi- 
tively must devote entire time to 
this job. Write giving experience 
and personal qualifications. 
Box 9705, ADVERTISING AGE 
100 E. Ohio St., Chieago 11, Tl. 


MISCELLANEOUS 


OFFICE AVAILABLE—furnished o 
unfurnished private office—immedi- 


ate Grand Central area New York— 
reasonable rent for responsible per- 
son 

Box $708. ADVERTISING AGE 


330 W. 42nd St.. New York 18, N. Y. 


| McLaren Named V.P. 


John S. McLaren, account ex- 


ecutive of Fairall & Co., Des | 
Moines, since 1936. has _ been! 
elected a _ vice-president 

agency. 


MEDIA DIRECTOR AVAILABLE | 


house interchangeable color repro 


AD TIE-IN—Kay, Inc., New patel cco this walnut-stained wood frame to 


uctions of full-page magazine advertisements 
in Bigelow-Sanford Carpet Co.'s monthly series. The unit is attached by a special 
bracket to the pillars in rug sections of department and furniture stores. 


NYU to Study 
Store Display 


Effectiveness 


New YorK—The New York 
| University School of Retailing an- 
‘nounced last week that it wili 
conduct a study of the effective- 
|ness of window and interior dis- 
|plays in retail stores throughout 
the country. 

The study will compare the ef- 
fectiveness of different window 
displays and alternate techniques 
in the showing of merchandise, 
and will advance the school’s pre- 
| vious studies of the relative effec- 
tiveness of various interior dis- 
plays. 

Tentative arrangements’ with 
‘other universities are being made 
to conduct tests at local levels. 
The largest portion of the re- 
search will be conducted in the 
| Midwest. 

The study is financed by a re- 
search grant to the school by the 
National Association of Display 
Industries, which has appointed 
a five-man committee to coordi- 
nate the work. Committee mem- 


Association, 


Lawyers Advised 
to Advertise 


MINNEAPOLIS—Emery A. Brow- 
nell, Rochester, N. Y., secretary of 
the National Association of Legal 
Aid Organizations and legal aid 
consultant to the American Bar 
has proposed here 
that the law profession should 


take the ethical pokers out of their 


backs, unbend a bit, and sell the 
American public on the legal pro- 
fession by means of a group ad- 
vertising campaign. 

Mr. Brownell said the law pro- 
fession should advertise, not as in- 
dividuals, but like many other as- 
sociations are doing, as a group, 
instead of handing out free ad- 
vice. “Actually,” he _ protested, 
“lawyers are always giving free 
advice.” 

He felt that somewhere along 


the line the American lawyer got 


a bad shake. Literary people and 
movie writers are partly respons- 
ible, he added. Movies and books 
frequently picture physicians as 
big-hearted but show lawyers— 
even the young, struggling ones— 
as fast-breaking go-getters whose 


bers are Albert Bliss of Bliss Dis- | eyes ignite and nostrils twitch at 


play Corporation, chairman; Ralph 

|Adler of D. G. Williams, 
|William Stensgaard of W. L. 
|Stensgaard & Associates; 
|Horner of Naegele-Horner; and 
George Silvestri of Silvestri Art 
Mfg. Company. 


ee 
Gilliam Elected V.P. 


| Burke Gilliam, manager of the 
Dallas office of Watts, Payne-Ad- 
vertising, has been elected a vice- 
|president and member of the 
board. Mr. Gilliam has been with 


the agency since 1939, except for) 


|four years spent in the armed 


forces. 
| 


‘Handle ABC Coast Sales | 


Network sales departments of | 


, American Broadcasting Company 


central division, has announced. 


Wilson Retires 


|in Chicago. John Langland of 
| cee Management 


Inc.; 


Hugh | 


'in New York and Chicago have | 
'replaced the spot sales depart-| ; ; . 
ments as sales representatives in| to one subscriber in each town or 


N. Guy Wilson has retired after | 
| 16 years as western advertising | 


op | Manager of School Management| 


the mere scent of currency. 

An advertising campaign for the 
legal profession would be spon- 
sored by bar associations or other 


‘lawyers’ organizations and would 


not, of course, mention any at- 
torneys by name, Mr. Brownell 


|says. The advertisements proposed 
|by Mr. 
'the lawyer in much the same be- 


Brownell would picture 


nign light that is shed upon doc- 
tors and dentists in advertising 
paid for by drug, cigaret and 
toothpaste firms. 


Starts New Mat Service 


Contempo Publishing Corpora- 
tion, New York, has produced a 
new syndicated mat service de- 
signed for retail store advertising. 
The service is sold on an ex- 
clusive, annual, contractual basis 


‘these areas for the Pacific Coast| City and includes illustrations for 
network of the company, Don | all important retail store selling 
Searle, vice-president of the ABC | 


events throughout the year. 


Federal Appoints Agency 


Federal Machinery & Mfg. 
Company, Montreal, a new Cana- 
dian company, has appointed Ste- 
venson & Scott, Montreal, to 
handle its advertising. Business 


and Robert| papers and direct mail will be 


Guilford, formerly with Parents’| used for promotion of perforated 


| Magazine, have been appointed to. 


| succeed Mr. Wilson. 


| _ 
| Names Buckley Agency 


Williams & Marcus Company, 


advertising. ae 


screens for industrial use. 


‘Adclub Elects Richmond 


R. W. Richmond, vice-president 


y i , |of the United Broadcasting Com- 
Philadelphia printer, has named/| pany and general manager of Sta- 
the Earle A. Buckley Organiza-| tion WHKK, Akron, 


of the/tion, Philadelphia, to handle its| elected president of the Advertis- 


has been 


ing Club of Akron. 
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General Mills 


Sees Record Crops” 


as Inflation Curb 


20th Annual Report 
Notes Peak Volume 
of $458,473,576 | 


New York—In the light of 20 


established Pillsbury products, we 
are insuring the future, continued 
income, and continued steady em- 
ployment to our employes.” 
Pillsbury sales, the report said, 
reached a new high of $226,994,725 | 
in the year ended May 31, as com- | 


| Chicago. 

Sept. 29-Oct. 1. Direct Mail Ad- 
| vertising Association, annual con- 
vention, Benjamin Franklin Hotel, 
Philadelphia. 


Oct. 11-12. Inland Daily Press 


Sept. 8-11. Advertising Typog- | Association, annual meeting, Con- 


pared with $188,270,196 the pre- | raphers Association of America, 


vious year. 
ings decreased to $3,736,522 from 
$4,245,393 the previous year. 


Appoints Ewing | 

George M. Ewing, for several 
years executive secretary of the 
Connecticut Package Stores As- 


sociation, has resigned to become |tion of Photo-Lithographers, an-| 


Sept. 


15-18. 


However, net earn-| 22nd annual convention, French 
Lick Springs Hotel, French Lick, | 4merica, 
| Ind. 
Sept. 13-14. National Association | 
‘of Magazine Publishers, 29th an- tional Advertisers, annual conven- 
|nual meeting, Essex and Sussex, 
| Spring Lake Beach, N. J. 


National Associa- 


candles on a birthday cake, de-| editor of the Connecticut Bever-|nual convention, Netherland Plaza, 


scribed by Betty Crocker as “chif- 
fon,” James F. Bell, Harry A. Bul- 
lis, Leslie N. Perrin and other ex- 
ecutives of General Mills gave an 
advance showing to the press here 
of the company’s annual report 
for the fiscal year ended May 31. 

Both the company’s figures and 
the executives’ opinions of world 
grain production this year were | 
optimistic. 

Mr. Perrin, president, expects 
the United States wheat crop to 
equal last year’s record, and the 
corn crop to be larger; European 
grain production will be up about | 
400,000,000 bushels from 1947, al- | 
most to prewar level, and Canada, | 
after a slow start, is showing im-| 
provement. | 

Wheat prices in this country, he | 
said, are now below the “support | 
level.” Although this condition | 
may be only temporary, he found 
it a “salutory effect on the infla- | 
tion spiral.” Packaged cereal prices 
may be rolled back to the Novem- 
ber, 1947, level. 


Reports New Highs 


The company reported new rec- 
ords for the fiscal year in sales, | 
earnings, wages and salaries. Total 
sales rose $87,541,149 to $458,473,- 
576. Earnings were $13,068,057, | 
compared with $9,236,214, and | 
wages and salaries (including re- 
tirement benefits) were $42,166,- | 
799, an increase of $4,441,547. 

Earnings were 2.9 cents on each | 
sales dollar, and earnings per com- 
mon share were $5.83 compared 
with $3.91 the preceding year. 
Dividends to the 12,700 stockhold- 
ers were $5,934,006, and earnings 
reinvested in the business totaled 
$7,134,051. 

A 20th anniversary supplement 
to the report paid tribute to Mr. 
Bell, the company’s founder, who 
was succeeded by Mr. Bullis as 
board chairman last Jan. 1. Mr. 
Bell continues as chairman of a 
special committee on finance and 
technological progress. 


To Report on Analysis 


Mr. Bullis pointed out that a 
sroup of “1i professors,” analyz- | 
ing the company’s operations this | 
ummer, will report their findings 
‘o the Aug. 15 directors’ meeting. | 

Among other things the annual | 
eport called “Betty Crocker ‘first | 
lady’ with the homemakers of) 
America.” Supplementing her | 
messages in radio and magazines, | 
“her cooking school registration is | 
over 100,000." The Betty Crocker | 
home service staff now numbers | 
47. During a recent month this | 
service received and replied to 
more than 200,000 pieces of mail. | 

Bruce Barton of Batten, Barton, | 
Durstine & Osborn, the agency 
handling General Mills’ institu- 
tional advertising, presided at the 
press meeting. 


PILLSBURY SPENDS MORE 
FOR NEW PRODUCT ADS 


MINNEAPOLIS — Pillsbury Mills | 


here announced in its annual re- 


age Journal, Hartford. 


Stone Joins Swaney 


| ing, 


Cincinnati. 


Al Stone, formerly an account | bp itadelphia. 


executive of Campbell - Mithun, | 
has joined the account staff of the | 
Chicago office of Morris F. Swa- 
ney, Inc. 


‘nua 


| gress Hotel, Chicago. 

Oct. 20-23. Printing Industry of 
annual convention, 
Edgewater Beach Hotel, Chicago. 

Oct. 25-27. Association of Na- 


|tion, Waldorf-Astoria, New York. 
Nov. 8-10. Southern Newspaper 


|Publishers Association, annual| 


Soreno Hotel, St. 


| Petersburg, Fla. 
| 


| convention, 


Nov. 15-20. Outdoor Advertising | 
Sept. 26-29. Mail Advertising | Association of America, 53rd an- 


‘Service Association, annual meet-| "ual convention, Hotel Peabody, 
Bellevue-Stratford Hote1,| Memphis. 


Sept. 26-29. Advertising Spe- Promotes Sportswear 


cialty National Association, an- 
1 convention, Palmer House,! Los Angeles, is promoting “Cali- 


California Sportswear Company, 


| 


fornian” leather sportswear in Es- 
quire, Pic and True, showing mo- 
tion picture stars wearing the 
sportswear. Trade publications 
and dealer aids also will be used. 
The campaign will run through 
December. The agency is Hugo 
Scheibner, Inc., Los Angeles. 


Buy Texas Newspaper 

W. N. Furey, publisher of the 
Evening Mirror, Hillsboro, Tex., 
and associates have purchased the 
Daily Review, Athens, Tex., from 
A. M. Barnes. H. M. Kemp, edi- 
tor of the Athens paper, will be- 
come publisher. 


TT So 
at REaKeey erate 
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o-gs505* 
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THE LETTER SHOP, Inc. 


431 5. Dearborn St., Chicago 5. INinois 


port that advertising expenditures | 
for the introduction of new prod- | 


@ New Oke 


plus continued emphasis on the QWNING AND OPERATING RADIO STATIONS WIPS AND WIPS FM 


ucts are being increased. 

Philip W. Pillsbury, president, 
said in the report that it is “our 
strong conviction that by increas- 
ing advertising expenditures for 
the introduction of new products, 


f powerful sellin 
combination 


THAT YOU SHOULD 
KNOW MORE ABOUT 


Reser Daily .......166,960* 


States Dai 
Sunday 


wD eceseecases coos 92,145" 
274,748* 


*ABC Publisher's Statement, 3 Months 


Ending March 31, 1948 


TIMES-PICAYUNE and STATES 


% MORNING 


¥% SUNDAY 


%& EVENING 


MEMBER A.N.A Network © 


REPRESENTATIVES: JANN & KELLEY, INC. 


fe: eT ee +oey- ca te : Me ie Soa gf ae bic hy, es a ee Pore, om a, ati le ” a eS ee Acai om ale om, ae ee ee Pa, Ie es eat vigeees ee ee ; i cl i! be ™ si UL ae pre enn ae ' ; ei “ei ee 
=< eis a eR alae Ne ie oe ee Te oy et 0 f, as Re eh here Pe ee ae ! ns a 2) i ee fe ian, a Lee oe Ve fa ee eines et Nea oe eee ae i seeks: rei er hele ea, eae ‘nee rs ee Sie ed “igagl 
ES ele eee eee ee a OO Fe eee 
. Se eae 7 Tee = aes ee? ic a a ee oh ad, eee or oe ei : es ee 7 aay! 2 aire ee ae ; rir : ieee 
| 47 1a 
' A 
— . i 
SE Ser Or ee ae ae 
A pH pry OR , : 
Pe - — = — - — - : 
: - 
| 
: : ee i 
i ; g 
ay LMNs ‘ 
ae eee, MIMEOGRAPHING 
{ 
y | 
ee 2 re 
Ns ' 
NN OOEOEOOOEOEOEOEOEOEEeEeEeEeEeEeEeEeEeEeEeEeEeeeeeeeeeeeeeeeee . 
Bs 
Bi oe ' = 
‘ “ ‘ ; ~ 
) ee 
—$$—__ P 7a as 
I é 7 —_ ia 
er Se a ‘a eee 7 
te i: ae oe. . : 
sf Te 2 ~ rest M 
i es ia 2) ae ; ’ ; 
aie j Shay Gre? 
Ser’. Vita ty, - . 4 me 
a he . j % TOA N a 
5 . Be 
Cie ae Fe 3 % Si a 
AJ ~~ & 4 poe 
sais AN ll New sp oo 
E Syl ees . te 
| 4 ‘ A ee a 
3 ee ee ag 
st Rat gi araies s a 
” Roa aia eee nea i 
- ee eR e 
. ‘ _@ } =a 
ad % 2 
pora- Te 
ising. i a ss 
ex. brug e . 
basis i 2 2, 
m or i 2 . 
s for 5 4 a 
lling — Bi 
be $ E 7 
ncy i : 
Mfg. “oe : 
ana- : ; 
Ste- ‘ $ 7 
l, to 7 ee . 
“~ Le ae — | 
| be i * 
ee a 
ated — 7 
ake 
a a 
id § a 
dent : pak = 
‘om- — 
seen (tors Ea intent ce 
2g es = ee . 
“aay 


rs 
. 


se 


Sal 


48 
Kirkbride to Morrison § Advertising in the Test Stage ———«_ 


_Earle ry pe —o ly art | Some 43 acres of land have been 
director o a? wae OMe, _purchased by the partners at the 


Dun i joi tarching. 
aie “Sieniog Aceon = Test Ads Boost \* pce 4 rey ee penetrates ow ey a eae eens 
Milwaukee, in the same capacity. N ‘ the fabric and binds the fuzzy |OP0!S, 1, with s 

comeing New ‘Starch that 


fibers together, it actually to house the manufacturing pro- 


. e s|st h the cloth hich it | C©SS©S- 
L. A. Printer Moves Won't Wash Out SS Se CR te Wa Perma-Starch made its debut in 


- 2 ‘is applied, copy says. In addition 4 
George Rice & Sons, printer and Yr a": ’| Chi i 
whanemher. has vem to its own| CHicaco—After years of de-|dirt will not penetrate the cloth, Nenage adhd og , bre’ ye Reg me 
building at 17th and Santee Sts.,| velopment work, Perma - Starch, and thus it will stay clean tonger | throu a aiainns . “Medheiees te ie 
Los Angeles. “the starch that stays in through and iron more easily. & ‘ ‘ 
‘many washings,” is being intro-| Originators of the product are | 


At a time when chain stores are 


‘attempting to cull their lines, the 


j i j -|Perry V. Eakin and Cyril J. Geis- 
| duced here, in St. Louis, Milwau A A | company secured 100% chain store 


‘kee and several smaller markets |ler, formerly consulting chemists Aer aru : 
® EXPORT 3s.) in the Midwest. be paper manufacturers. They pre- preety: mre Age tty baal 
: : : neredibly sho — 
Copy tests now being run in| viously worked on development of |@" } 
TRADE « SHIPPER local newspapers use full-page |better starches for use in food | Plans to expand to “— out- 
: : A. copy in some markets, high-fre-|container coatings, and decided | Side the Midwest as production 
Circulates in the U. S. quency small space insertions in | that a similar product for the | creases. 
ha is read other markets and radio support home laundry would find a ready CEDERGREEN TESTS FROZEN 


elsewhere. market. 
: FOOD COPY IN HARRISBURG 
Ex nage ay last,” the headl ds, “ a ; 
by Export Me sn Pe... a dah een. . Chain Store Distribution SeaTtLE — A test campaign in- 


of One starching stays in through} They already had one success |‘roducing the “vitamin pack of 
Cedergreen frozen foods” to new 


months of repeated washings.” | behind them—a permanent moth- 
LEADING AMERICAN The product, the copy explains, | proofing compound which they de-|markets of the East has been 


MANUFACTURERS can be mixed with hot or cold veloped under the name of Arzone | launched in Harrisburg, Pa., using 


water and permits smooth, easy Products Company in 1943. It |once-a-week copy in the Harris- 
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«= MEYERCORD 
” DECAL SIGNS 


Exclusive Meyercord methods make it economical to 
“SELL’’ DEALERS, SELL PRODUCTS personalize Decals—providing each dealer individual 
WITH SPOT DECALS AND VALANCES! signs with his name, street number and panels describ- 
ing his business for display on America’s ‘“‘buy’’-ways. 


Send for Meyercord’s full-color Decal-Sign ‘‘ Advisor’ Brochure. 
It's FREE. Shows where and how to use Decals. Address Dept. 39-8 


Alert advertisers use low-cost Meyercord Decals as 
spot signs and window valances at the point of sale. 
They’re far more than dealer identification. They are 
full-color ads in themselves . . . constant sales, remind- 
ers on store windows, doors, showcases and backbars. 


They cash-in on impulse, create buying urge, follow . 
through until the sale is made. Learn how Meyercord SeM EYE RC ORD 


Decals Signs can give advertising impact to your com- 

° P “ 9 World's Largest Decal Manufacturer 
pany name, product illustration or trademark. They’re 5323 W. LAKE ST. m-- “++ ag CHICAGO 44, ILL. 
specially processed for years of use—in any colors, size ee RRL a 
or designs. They’re washable, durable, easily applied. 
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AT LAST! . 


A “STARCH” 


/, 
ify 


i; 


PERMANENT —This full-page ad in 
Chicago newspapers is part of Perma- 
Starch's introductory campaign in that 
area. The new product stays in fabric 
through repeated washings. Walter L. 
Rubens & Co. has the account. 


burg Evening News. 

Copy stresses vitamin content of 
frozen foods, “nutritionally far su- 
perior to market fresh and canned 
produce.” 
| As an introductory offer, Ceder- 
green Frozen Pack Corporation 
prices a combination of a box of 
‘frozen strawberries and a box of 
|frozen peas, regularly 86 cents, at 
69 cents. 

The Harrisburg campaign is 
part of the expansion planned for 
Cedergreen, control of which was 
acquired by Pacific American 
Fisheries of Bellingham, Wash., 
ea@rly this year. Expansion plans 
have been somewhat restricted, it 
is understood, because unfavor- 
able weather curtailed the Pacific 
northwest pea crop and held the 
frozen strawberry pack below gen- 
eral expectations. 

Honig-Cooper, Seattle, handles 
the account. 


APPLE SAUCE TESTED 
IN SAN FRANCISCO _.- 


SEBASTOPOL, C AL. — Sebastopol 
Packing Company here is con- 
ducting a test campaign in San 
Francisco newspapers for its new 
“4-Sauce,” dehydrated Graven- 
stein apples. 

Copy in the test accents the 
claim that the one 10-cent pack- 
| age makes a big pie or one quart 
of apple sauce. Beaumont & Hoh- 
man has the account. 


NASH-KELVINATOR _.. 
TESTS WATER HEATER 


SoutH Benp — Nash-Kelvinator 
Corporation has scheduled a six- 
week sales test of the Fowler 
water heater between Aug. 1 and 
Sept. 15. 

The water heaters, sale of 
which previously had been con- 
fined to the 11 western states, will 
be promoted both on radio and in 
newspapers here. Results of the 
drive will guide plans for future 
sales programs in other parts of 
the country. 


OAKITE TRIES QUIZ 
SHOW IN SOUTH BEND 
SoutH BEnp — Oakite, Inc., is 
testing a new radio quiz program 
on WSBT, promoting Oakite 
cleaner. The show marks the 
company’s first venture into radio. 
Known as the ‘“Homemaker’s 
Treasure Chest,” the skit is aired 
during three 15-minute periods 
weekly. Telephone homes are 
called and respondents are asked 
three questions involving infor- 
mation which appears on the com- 
pany’s package. First question is 
worth $i, second question takes 
$5 and the third question accumu- 
lates $5 daily until answered. 
The new show is_ supported 
with the regular Oakite news- 
paper advertising, scheduled 
through Calkins & Holden, New 
York. 
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Sears’ Stores Do 


68% of Its Sales, 


‘Fortune’ Reports 
$130,700,000 Spent 


on New Expansion; 
Buying is Long-Term 


Cuicaco—A review in the 
August issue of Fortune of the 
current successful expansion pro- 
gram of Sears, Roebuck & Co. 
under the direction of its board | 
chairman, Gen. Robert E. Wood, 
discloses some new facts about 
the giant merchandising corpora- | 
tion, now the sixth largest indus- | 
trial enterprise in the country. 
The company’s sales in 1947 were 
just under $2 billion, and are ex- 
pected to reach $2.5 billion this 
year. 

Sears’ traditional position of 
seeking sales equivalent to 1% of 
the national income is_ being 
maintained, and actually Sears 
receives 5% of the business done 
in its special merchandising cate- | 
gories. Its 625 stores in 47 states | 
average $2,000,000 annual volume, | 
and at present are accounting for | 
68% of total sales. This figure has | 
never before been confirmed. The | 
retail store operation has been re- | 
sponsible for more revenue than | 
the mail order business ever since | 
1932. 


Sears Expanded, Wards Didn't 


The expansion of the Sears 
store operations, based on General 
Woecd’s conviction that business 
would be good for several years 
after the war (AA, Feb. 9, 1948)— 
a conclusion not shared by Sewell 
Avery, of Montgomery Ward, 
which has sat tight as far as ex- 
pansion is concerned—is sum- 
marized by Fortune as follows: 

“In the two years after Feb. 1, 
1946, the beginning of Sears’ fiscal 
year, the company charged at full 
gallop. It added 21 new stores to 
its proliferating chain, replaced 32 
others with larger stores in more 


commodious locations, and made 
major additions to 18. It spent 
over $23,000,000 for warehouses 


and the construction of an 11th 
mail order plant at Greensboro, 
N. C. Ten million dollars went for 
1ew machinery and expansion at 
ive of the company-owned manu- 
facturing establishments. 

“In all, Sears spent $130,700,000 
mn new capital facilities. Of this, 
$97,000,000 was spent on the re- 
tail stores, almost exactly the 
ame amount as had been ex- 
vended on retail stores in all the 
yvears before the war.” 


25% Instalment Sales 


Sears has financed its expansion 
out of its own resources, without 
borrowing or floating securities. 
It sells all of its time-payment 
accounts to banks without re- 
course, and retains only a 10% 
equity in them. Instalment sales 
now account for about 25% of the 
total. 

Sears has benefited by the re- 
turn to more nearly normal sup- 
ply of “big ticket” items like re- 
frigerators, stoves, plumbing and 
heating equipment, which account 
for a third of sales, and electrical 
appliances, auto accessories, and 
hardware, which represent 20%. 
It is pointed out that Sears “hard 
goods” sales are 50% of its total, 
as compared with 20% in the 
typical department store opera- 
tion. But while department stores 
have suffered a slump in their 
major soft goods lines, with a 20% 
loss in net, Sears increased its net 
profit in 1947 8% to $101,700,000, 


the fifth largest net profit in the | 


U. S. 
Theodore Houser, vice-president 


in charge of merchandising, is 
working closely with manufactur- 
ers in development of products 
suited to Sears customers, as the 
company’s policy is not to go into 
manufacturing unless it cannot get 
adequate and assured supplies at 
what it considers a fair price (AA, 


Jan. 27, 1947). 


Long-Term Commitments 


“Sears deals with the same sup- 
pliers year after year,’ reports 
Fortune, “and usually makes long- 
term commitments. With the few 
hundred firms that supply 50 to 
60% of its total volume it has an 
even more intimate association. 
It collaborates with them in map- 
ping out long-range programs for 
manufacture and distribution, and 
sometimes lends them both re- 
search and financial assistance. 
Taking its merchandising require- 
ments as a point of departure, 
Sears decides where manufacture 


must take place and at what price 
it wants to sell.” 

Sixty -per cent of Sears’ volume 
now comes from suburban and 
metropolitan areas. The two Latin 
American stores opened to date 
—in Havana and Mexico City— 
are doing so well that the com- 
pany has decided to start new 
stores in Rio de Janeiro, Sao 
Paulo and Caracas. 


Kroger, ‘Journal’ 
in Food Promotion 


The Kroger Company, Cincin- 
nati, has just conducted a nation- 
wide window display promotion 
in its 2,500 retail grocery stores, 
highlighted by an Ann Batchelder 
full-color spread on foods and 
menus in the June issue of the 
Ladies’ Home Journal. 

The Batchelder spread, which 
offered “menus for June,’ was 
featured in window blow-ups, 
over-the - wire banners, counter 
cards and shelf talkers. The dis- 


plays also featured national brands 
that could be used in preparing 
the menus. The promotion was 
planned, the company said, to 
“make Kroger stores a source of 
ideas for meal planning as well as 
of food for meal preparation.” An- 
other such tie-up with the maga- 
zine is planned for fall. 


Ford Shifts Hart 


Russell M. Hart, former assist- 
ant public relations director of the 
northeast region of Ford Motor 
Company, has been appointed 
public relations director for the 
company’s southeast region, with 
headquarters in Chester, Pa. Prior 
to joining Ford in 1947, Mr. Hart 
was automobile editor of the New 
York Herald Tribune. 


Whittier Has New Name 


Whittier Laboratories has adopt- 
ed the corporate name of Whittier 
Laboratories division of Nutrition 
Research Laboratories. Offices are 
at 4210 Peterson Ave., Chicago. 


Horton Joins TV Sales 
Kingsley F. Horton, former as- 
sistant manager and director of 
sales for WEEI, Boston CBS sta- 
tion, has joined the CBS television 
sales organization in New York. 
Before joining WEEI in 1938, he 
was with Radio Sales, CBS’ sta- 
tion representative organization. 


WHAT’S GOING ON? 


@ Manulacturers and their adv 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on ceriain 
types of products and services. 

Hew Booklet No. 10 “How Business Uses 

Clippings” telis the whole story 


BACON'S CLIPPING BUREAU 


USINESS FARM GENERAL 
*PAPERS * PAPERS * MAGAZINES 


314 So. Federal S#.. Ch-ago 4 


ABC BASIC NETWORK ® 5000 WATTS IN BALTIMORE, MD. 
REPRESENTED NATIONALLY BY 


100,000 TICKET HOLDERS J 


WFBR’S MODERN STUDIOS YEARLY! 


The ticket-taker at WFBR's big Studio A is a busy fellow. He collects 
free admission tickets from over 100,000 loyal WFBR fans that 


throng the station every year. 


What does this mean to you? Plenty! This big crowd is the only “plus” 
of its kind that you can get in Baltimore. it's a home town listener 
loyalty that is just one of the reasons why WFBR is first in the 
nation's sixth largest market. 
This year over 100,000 Baltimoreans will visit WFBR, get their copy 
of “Let's Listen’ (WFBR's program highlight guide), see great 
shows, look at interesting merchandise displays and generally have 
a swell time. 


In planning your fall time buying, please remember this — in Baltimore 
it's 20. 


JOHN BLAIR & COMPANY 
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Open Memphis gry 5 ‘$1 600 000 TV San Francisco this fall and a third | 


Rosengarten & Steinke, a before the year is over, he said. 


He also reported that an RCA Vic- 
agency, has been organized with cig & 
offices in the Sterick building, | Set Production itor survey indicated that San 


m7 Memphis. Norton Rosengarten, | ¢ . Francisco in 1949 can expect a . 
: active in the advertising field for in ‘49: F olsom television receiver business with a It was a close call for Bradford B. Van Diver, son of Vernon H. as 
eight years, is president. Lynn, San Francisco—By the end of |retail dollar volume of more than| Wan Diver, president of the Van Diver & Carlyle agency. Twenty- 
bite, penn ag yw a, eld this year the television industry | /$10, ,000,000. one-year-old Brad, mountain climbing in Boulder, Colo., slipped R | 
a tary-treasurer. John Hughes is S®Uld produce more than 850,000 “Complete coast-to-coast tele-| and fell while tackling a 2,000-foot precipice. The Kansas City e 
copy director and Jep Ward, art receivers, and more than 60 tele- Vision networks are expected to be| friend who was with him took a firm grip on the safety rope bind- 
4 director. : vision broadcasting stations should |in operation by the end of 1952,| ing the two together. It took five hours for a rescue party to get De 
yet Tar ‘be operating, Frank M. Folsom, | but o ag cor gyre oa ar Brad off the ledge the next morning, and he was treated at an Co 
executive vice-president of the | giona inks Wl connec an; Estes Park hospital for severe head lacerations. . . of bi 
Cowan Opens Agency Radio Corporation of America, |Francisco with its municipal L. M. Clark, former business associate of C. E. Hooper, was ff to “v 
Ro IR sony a sp srt Mod said during a talk at the Western |neighbors,” he forecast. written up in Look recently on his teaching merits. Mr. Clark and 
departments of southwestern Radio and Appliance Trade din- | ene now teaches at Kiskiminetas Springs School in Saltsburg, Pa. . . space 
newspapers, has opened the|ner Aug. 4. To General Stores James Lawrence Fly, former FCC chairman, is turning radio sire— 
Cowan Advertising Agency, 463 S.. “Currently, about 500,000 tele- it~ Shane Atmel’ Gotten actor this month when he replaces Paul Porter, another former FCC have 
: . Calhoun, Fort Worth. vision sets are in the hands of the vice-president of Makelim pres chairman, on ABC's “On Trial program... Ted Overieler, ABC's mind 
i public and 31 television stations | ciates, New York, has joined the director of advertising and promotion, is back at his desk after a In 
we are on the air. With the public’s | executive staff of General Stores two-week vacation at Digby, Nova Scotia. . . Lucky Joe Creamer, there 
FREE‘rcrese reader: | enthusiastic acceptance of tele-| Advertising Company, New York. h yorneg at | York) promotion director, is just beginning his on ignol 
with LIF Hike EYES vision, the industry in 1949 can | - Ween Wonk ont. wi ident of H ¥ these 
YP biggest advertisers. | be expected to turn out 1,600,000. To VanSant Dugdale : y ~ » ViKe- renee G reap -Woodward, window umn 
Nothing ike them | say- receivers representing a potential | ‘ displays, took a group from the New York Advertising Men’s Post wide 


——_. Mat or Glossy , : | Miller Metal Products, Inc., Bal-| of the American Le- 
a. es! 7 FREE | retail business of more than $400,- | timore, maker of Beautycraft kit-- gion aboard his 
proofs No. 108. No obli 000,000,” he predicted. chen cabinets, has appointed Van-| Wheeler cruiser one 
ok. 8 BLN YC 16 Present plans call for the open- | Sant, Dugdale & Co., Baltimore, to| warm da not lon 
ing of two television stations in handle its advertising. ago for a ae pte 
Long Island Sound. . . 
James T. Healey, 
president and general 
J Ge manager of the Don- 
gan Broadcasting 
Corp., which operates 
WOKO, Albany, has 
received the annual 
wriaay Civic Service Award 
‘ from Albany Busi- 
ness College. . 
In Wild West som- 
brero and chaps, Pal- 


mer Hoyt, editor and " a 2. i : af rai 
e ca n n ot u $e publisher of the Den- ta 
ver Post, was host tO Ay REVOIR—That's what George H. Murphy, vice- pel 
750 civic, business president of Personal Products, says to Babs Lee, 


and advertising lead- stylist of Young & Rubicam, as she sails for France, ‘ mn 
ers at the Cheyenne, England and Italy to secure the outstanding gowns ling 
Wyo., Frontier Days of top European designers for use in the magazine pres 
. | celebration July 27- campaign for Modess. Chr: 
igures | 30. He _ stewarded day, 
* . * | the 17-car Post train from Denver to Cheyenne with Gov. Lee heac 
_ | Knous of Colorado and Gov. Lester Hunt of Wyoming; Denver Akr 
= agencymen Arthur G. Rippey; W. W. MacGruder; Galen Broyles; T. 
* Curt Freiberger; Philip Grey; Max Goldberg; Harold Walter “Ge 
iy | Clark; Robert Betts; George Cherry; JWT’s Bill Brookins, and the 
= . J , r account execs Clair Henderson and Harry Lazier of the Rippey Geo 
. As members of the Audit Bureau of Circulations, agency, and Paul Englehart of Cecil Connor. . . crov 
“1: — . C. Burt Oliver, mgr. of the Hollywood office of Foote, Cone & and 
we are prohibited from printing selected sections of A. B. C. Belding, has taken the job of chairman of the radio industry divi- Geo 
statements and reports. The obvious purpose of this regula- sion of the Community Chest of Los Angeles... Frank E. Sands, peat 
e ° P . P one of the founders of the Daily Journal, Meriden, Conn., and chair- too 
tion is to prevent over-zealous publishers from hand-pick- man of the board since 1944, celebrated his 85th birthday not long Sou 
2 4 : : ; = | ago... cont 
ing Certain facts and figures and Using them for selfish, = Jos. W. Hicks, Chicago public relations counsel, delivered the forr 
petitive advantage. The whole statement or none—is the commencement address at the University of Oklahoma Aug. 4, on ated 
: the 25th anniversary of his own graduation there. .. When Joe inte 
essence of the A. B. C. ruling. | Dealey of the Dallas Morning News writing staff, and son of Pub- O 
lisher Ted Dealey, found a fountain pen, he ran a classified ad in sub 
his father’s paper costing him $2.80. Then he discovered that the mot 
' : : pen sells for about $2... 
To this The Weekly Kansas City Star whole-heart- Robert H. Johnston, publisher of American Exporter, New York, po 
edly subscribes. It urges advertisers and agency men to | left for Europe July 27 to visit business men and industrialists in pro 
k = h ‘ f The Weekl many of the principal cities. First stop is Oslo, Norway... Jim sua: 
make a paragrap y-paragrapn comparison 0 e eekly Cross, ad director of The Fair, Fort Worth’s skyscraper department iy 
Star’s complete A. B. C. statement with that of the second | — a with hammer and saw, helping carpenters the 
farm paper in Missouri and the second farm paper in Kansas. | ~ Sally Gibson, Knox Reeves Advertising, and Jackson Taylor, v.p. = 
| of McCann-Erickson, Minneapolis, presidents of their respective 
adclubs, were among five judges to pick the winning floats in the 
‘ . P P | Aquatennial parade which ushered in the ten-day water festival. T 
Items of interest—Total circulation, RFD circula- | It’s said that Mr. Taylor was chosen because of his esthetic taste ula) 
e ° . .* ° P ° eae (the floats were loaded with bathing beauties)... orig 
tion, Missouri circulation, Kansas circulation, subscriptions. | The girls in Milo E. Smith’s office put 25 roses on his desk the pag 
. . . : er | day he celebrated his 25th anniversary with Chicago Bridge & Iron ano 
by mail direct, and all sections relating to subscription Co, Admanager Smith posed for a photo with the sere, ante s 
beauties. . . is 1 
methods. H. Victor Grohmann, president of Needham & Grohmann, New met 
York, is conducting a course in advertising and sales promotion on, 
' during the summer session of Cornell University. .. General Foods tim 
chairman Clarence Francis is the author of an article entitled, or 
“Science Takes Over Your Kitchen,” appearing in the August issue in « 
| of American Magazine. .. Mrs. Austine Cassini, society columnist of it v 
rif j + | the Washington Post, was married on July 29 to William Randolph dis, 
rs c | rr z Pog tt ra | 1 AY. | Hearst Jr., publisher of the New York Journal-American. .. And con 
4 Whitelaw Reid, editor of the New York Herald Tribune, was mar- alr 
| ried last month to Joan Brandon of New York. .. Henry Abt, to. 
a president of the Brand Names Foundation, is about to acquire a um 
LARGEST FARM WEEKLY CIRCULATION IN AMERICA son-in-law—his daughter Barbara June became engaged several ¢ 
weeks ago to William Hickling of Ohio... is ‘ 
There’s a quiet little court on East 36th St. in New York which by 
y is inhabited by such well known executives in the advertising and anc 
: 441.392 Paid-in-Advance Subscribers publishing fields as Mark Larkin, head of his own public relations one 
3 outfit, Clara Littledale, editor of Parents’, and William Caldwell, bai 
circulation manager of Life. Charlie Jackson wrote his famous y 
“Lost Weekend” there with all the background he needed right A 
around the corner on Third Ave... sar 
Leonard Dreyfuss, president of United Advertising Corp., has cor 
been appointed to head the Civil Defense organization in New ba! 


Jersey. .. , 
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Execs Try Hands 
as Columnists: 
Readers Love It 


Detroit—It had to happen. 

Countless executives in all types 
of businesses have been tempted 
to “write something” in a column 
and run it as paid advertising 
space, but have suppressed the de- 
sire—or their associates somehow 
have managed to change their 
minds. 

In recent months, however, 
there have been several who have 
ignored the traditions—and one of 
these has managed to write a col- 
umn that has become the most 
widely-read feature in a Los An- 
geles paper—far ahead of the na- 
tional columnists. 

Fred Beck of the Farmers’ Mar- | 
ket, Los Angeles, is the man. He 
runs a column several times a 
week in the Los Angeles Times, | 
covering matters of general in-| 
terest in a casual, breezy fashion, 
with a minimum of space going to 
plugs for the market—and the 
plugs usually are newsworthy. 


Finds Honesty Pays | 

The secret? Complete frank- | 
ness. When cantaloupes are bad, | 
he tells the customers not to buy | 
them, that better ones are ex-| 
pected the next week. When can-.| 
taloupes are good, he says so, and | 
the readers almost maim each. 
other in getting there first. 

Even more unusual is the spark- 
ling column of Vance C. Hall, vice- 
president of Hall - Roush, Akron | 
Chrysler dealer. Every Wednes- | 
day, Mr. Hall runs a column) 
headed .“Stop and Go” in the 
Akron Beacon Journal. 

Typical lead in his column: | 
“Georgia license plates still bear | 
the words, ‘Peach State,’ but) 
Georgia no longer holds that | 
crown. South Carolina produces | 


and ships more peaches than does | 


Georgia—even ships quite a few 
peaches into Georgia! It was not 
too long ago that the governor of 
South Carolina...’ The column 
continues in a similar chatty, in- 
formal fashion, covering items in 
which the motorist is likely to be 
interested. 

One recent column covered the 
subject of vacationing by auto- 
mobile. 
items to take, discussed the bag- 
gage problem, and even informed 
prospective tourists how to per- 
suade the driver to stop for lunch 
—instead of continuing on “around 
the bend,” a process which fre- 
quently continues all afternoon. 


Display Rates Charged 


The column is paid for at reg- 
ular display rates, and although it 
originally started on the classified 
page, it has since been shifted to 
another section of the paper. 

Says Mr. Hall: “Of course this 
is not something that brings im- 


In it, Mr. Hall suggested | 


ing souls who pays by cash and 
walks, waits and worries each 
time the bills come in. Mrs. B 
saves time, cash, steps and worry 
—by using checks. The checks, 
of course, come from the bank, 
but the bulk of the column carries 
the contrast along as a story. Bank 


officials happily report surprising 
amount of comment inspired by 
the ads. 


Armstrong Adds 3 


Armstrong Advertising Agency, 


Chicago, has three new accounts: 


Houck Adds 5 Accounts Ft. Worth Adds Revenue 


Tanner-Evans Advertising Com- 
Fort 


Houck & Co., Roanoke, Va., has | 


added five new accounts: Station | Pany, 
| awarded a five-year contract by 


Chairs, Christiansburg, Va.; Moore | the city for advertising on benches 
Salem, Va., maker of | Placed at bus stops. Installation of 


WSLS, Roanoke; Sam Moore 


Company, 


automatic hammermill food con-|400 benches has 


trols; Crowgey Sausage Company, | (there is no cost to the city for 
fresh and _/| installation) 


Kellysville, W. Va., 
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will pay the Fort Worth city gov- 
ernment 10% of the revenue from 
|advertising space sold. 


been | 
To Small & Seiffer 
M. J. Breitenbach, New York, 
started | maker of Pepto-Mangan, has ap- 
pointed Small & Seiffer, New 
| York, to handle its advertising. 


Worth, has 


been 


and Tanner-Evans 


processed meat packer, and Vir- 
ginia Beach, Va., Advertising | 
Board, resort. 


Miller to Newgren 
George Miller, formerly in 
charge of tractor and truck seat 


Forty-Eight Insulations, Inc., Au- | sales for Monroe Auto Equipment | 
rora, Ill., maker of insulating ma- |Company, has been named general | 


terials; Judsen Rubber Company, |sales manager of Newgren Com- | 


Chicago manufacturer of molded 
rubber products, and Central 
Metal Strip Company, Chicago, 
weatherstripping maker. Business 
papers will be used. 


Donaldson Joins Cohen 


John Donaldson Jr., formerly 
with Dancer - Fitzgerald - Sample, 
New York, has joined Harry B. 
Cohen Advertising Company, New 
York, as a time buyer. 


|pany, Toledo, manufacturer of 


| 
| 


‘farm equipment for use as at-| 


tachments to Willys-Overland’s 


Jeep. 


Aronson Joins Media 
Hortense Lee Aronson, former 
promotion manager of Liberty, 
New York, has joined the Media 
Promotion Organization, New 


plans and copy. 


York, as associate in charge of 


| 


VER 2,300,000 retail 
sales and service contacts 


with car owners since yesterday / 


THE NO 


FAVIMG-CLOUS PUBLISHING 0. 
om MOOR DANY NEWS FLDG. CHICAGO 6 


SUPER SERVICE STATION Qegapine 


1 BOOK IN THE GASOLINE SERVICE STATION FIELD 


THEY COME MANY MILES 


to Calls’ AUGE 


WHOLESALE MARKET 


'y ali 


San 


\ 


mediate results but, as time goes | 


on, and if we keep our column 
timely and breezy, with only one 
or two references to our business 
in each instalment, we believe that 
it will be more successful than big 


display ads similar to those of our | 


competitors.”’ Chrysler executives 
already have authorized a survey 
to determine the value of the col- 
umn. 

Still another column of this type 
is “Your Bank Reports,” sponsored 
by the National Bank of Detroit 
and written by J. L. S. Scrym- 
geous, advertising counsel for the 
bank. 

A typical column discusses Mrs. 
A and Mrs. B, who live on the 
same street, have the same in- 
comes and expenditures and hus- 
bands employed at the same place. 

Mrs. B. is one of those vanish- 


Sell the readers 
of The News and 
you have sold the 


Dallas Market. 


Each business day is a new Wholesale Market Day in 
Dallas. Four times a year there are Market Weeks. Sometimes 
there are special expositions such as the Dallas Industrial Show. 


Thus is carried on the greatest wholesale market activity 


up—because at home they read The Dallas News. 


in the Southwest; greater than Houston or Oklahoma City or Tulsa. 
Greater than Memphis, almost equal to the Port of New Orleans. 
Literally millions of people come to Dallas regularly for 


their wholesale buying. They are a big factor in your Dallas set- 


Ghe Ballas Morning News 


CRESMER & WOODWARD, INC., Representotives 


New York « 


Chicago @ 


Detroit « Sanfrancisco @ 


los Angeles 
THE TEXAS ALMANAC—RADIO STATIONS WFAA AND WEAA Fu 


Member 
AMERICAN 
MED SPAPER 
ADVERTISING 
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Thies to Des Moines 


Fred E. Thies, formerly in the 
advertising department of Swift & 
Co., Chicago, has joined the na- 
tional advertising department of 
the Des Moines Register and Trib- 
une, where he will handle sales 
promotion for the lowa Farm & 
Home Register, the Sunday Reg- 
ister’s farm magazine. 


Frozen food sales have now 


reached 5 pounds per capita. 


(Tops in the field) 
82 Wall Street, New York 5, N.Y. 


Appliance, Radio 


Business Seen 
Good for All ‘48 


New YorK—The appliance and 
radio business looks good for the 
rest of 1948. 

That’s the conclusion of Laur- 
ence Wray, editor of Electrical 
Merchandising, who reports that 
shipments of major appliances for 
the first quarter of 1948 were up 
an average of 31%. 

Standard radios declined 10%, 
but television sets were the pace- 
maker—with a 515% increase over 
1947; FM-AM radios moved up 
44.8%, and waffle irons jumped 
283%, with other appliances 
showing proportionate gains. 

Some factors which are not 
wholly favorable, in his opinion, 
are: appliance prices are crawling 
upward, with a corresponding in- 
crease in consumer resistance; 
consumer credit volume is stead- 
ily rising, and defense require- 


ments may lead to a steel -short- 
age that will limit appliance pro- 
duction. 

Mr. Wray finds evidence that 
demand for appliances is still high, 
but also notes an increase in 
dealer inventories, and that buy- 
ing is slowing down. He urges re- 
tailers to begin taking steps to 
secure business as demand slack- 
ens. 


Bennett Expands 


Bennett, Petesch & O’Connor, 
Chicago agency formed last May, 
has moved to new and larger of- 
fices at 75 E. Wacker Drive. Ac- 
counts include Cycloid Corpora- 
tion, Zip Pressure Plunger Com- 
pany, Century Vitreous Enamel 


Company, Woodburn Manufactur- | 


ing Company and Power Trailer 


| Corporation. 


Shaw Joins Doherty 


Robert E. Shaw, formerly with 
Chesley & Clif-| 
ford, New York, has joined Do-| 
bherty, Clifford & Shenfield, New | 


Kastor, Farrell, 


York, as art director. 


SHOWS 
RATES! 


AND COMPANY 


HOOPER Ist 6 months 1948 
OUR SHOW (Ist Place) Daytime. 
Average daytime .............. 
Average nighttime (Double Rate) 


NIELSEN October thru March 1948 
OUR SHOW (Ist Place) Daytime. 


PULSE May-June 1948 
OUR SHOW (Ist Place) Daytime. 


DELAWARE 5030 


AVAILABLE 
SEPTEMBER 


TOP RATED 
RADIO SHOW 


AT A PRICE...NO INFLATION 


A Saturday half hour, at half nighttime 
rates ... yet carried a higher Hooper 
rating last month (June 1948) THAN 83 
PAYING FULL NIGHTTIME 


7 Years on the Same Spot 


AND LOOK AT TODAY'S RECORD: 


ADVERTISERS! 
Write, Wire or Telephone for Complete Details 


SORENSEN 


Advertising Agency 
919 NO. MICHIGAN AVE., CHICAGO, ILL. 


Rating 
os ae 
. 49 
. 9.8 


.12.9 


. 13.3 


oe 
y 


same week last year. The Cleve- | 
land (fourth) district was runner- | 


Federal 
WASHINGTON—Dollar volume of 
department store sales in the U. S., 
for the week ended July 24, rose 
9% over sales for the correspond- 
ing week of 1947, according to 
Federal Reserve Board reports. 

For the second successive week, 
all 12 districts reported gains in 
sales, and the sales index for the 
week was 232. 

The Dallas (11th) district 
showed the greatest year-to-year 
rise, registering a 21% increase in 
dollar 


Mm DEPARTMENT STORE 
Mm == SALES INDEX 


1935-39 EQUALS 100 


Week to July 24, ’48* p232 
Week to July 17, ’48* p237 
Week to July 26, ’47*.213 
Week to July 19, ’47*.217 
Month of June, °48. .p313 
Month of June, °47...289 


pPreliminary. 
*Not adjusted seasonally. 


= e 


up, with a 15% gain. 

Houston, as usual, led the cities 
reporting, with a 39% sales boost 
over 1947. Cincinnati 
behind, showing a 36% increase 
over the corresponding week of 
1747. 


Only three cities reported losses | 


for the week. They were: At- 
lanta, down 8%; Newark, down 
3%, and Syracuse, off 2%. Nash- 


ville held an even keel. 
Yr.-to-Yr. % Gain 


Mo. Week end. 
Federal Reserve of July July 
district and city June 17 24 
UNITED STATES. p13 9 9 
Boston District... Xs 12 3 
New Haven ..... 3 13 8 
NE 10 11 r4 
Springfield ...... 20 3 1 
Providence ..... 5 17 2 
New York District 11 rs 
MOWOTE .senevse 11 ro 


Reserve Figures on Department Store Sales 


volume of sales over the. 


was close | 


“i es 
ye a” Pepa ae 


ee. oe ads oun 7 ri4 9 
le 11 rs 3 
Rochester ...... 19 7 3 
gy). re 6 12 2 
Philadelphia Dist... 16 11 3 
Philadelphia .... 13 13 2 
Cleveland District. 12 r10 15 
MG kan daeassss 9 18 7 
Cincinnati ...... 10 r—5 4 
CHOVOGRRRG 4. cece 11 11 ’ 
COMMMERES owecee 13 20 19 
ne nan des wae 7 11 3 
Pittsburgh ..... 16 12 12 
Richmond District. 12 rs 4 
Washington .... 13 6 4 
Baltimore ...... — 1 11 6 
Atlanta District... 13 12 13 
Birmingham ... 15 10 26 
EE 66 ce nha’ 10 19 8 
SG. n.0< 2 4 Hae 12 rl -8 
New Orleans ... 9 18 30 
i 20 2 0 
| Chicago District... 12 10 11 
arr 11 10 st) 
Indianapolis .... S ~-2 15 
Re 11 13 9 
| Milwaukee ..... 13 17 15 
| St. Louis District... p20 r13 11 
Little Rock ..... 13 18 18 
Louisville ...... p13 5 9 
9 aaa 27 15 7 
Memphis ....... pll 6 6 
| Minneapolis Dist... 9 ® ° 
Minneapolis .... 7 ° ° 
ee S . errs 9 bg s 
| Duluth-Superior. 22 ° ° 
| Kansas City Dist... pil rg 10 
errr 6 5 8 
a. ae 13 6 13 
Kansas City .... 11 8 8 
} St. Joseph ...... 8 4 13 
Oklahoma City.. 18 15 14 
, aa AA 18 19 21 
| Dallas Distriect.... 17 14 21 
BD :  -ys er 6 4 17 
Fort Worth .... 16 s 1 
Houston ........ 33 34 39 
San Antonio .... 18 10 13 
San Francisco Dist. p16 2 4 
Los Angeles Area  p8& 2 1 
CPOE. bc teveve 19 3 XS 
San Francisco .. 12 7 5 
POPCIBME .6ccies p12 19 5 
Salt Lake City.. pl4 ° ° 
ree ete d vA 12 --4 7 


Seattle 


r—Revised. 
p—Preliminary. 
*Data not available, 


To Publicity Associates 


Florence Brobeck, formerly 
women’s editor of The American 
Weekly, has been appointed con- 
sultant on food and women’s in- 
terests of Publicity Associates, 
Inc., New York. 


i. 


-—™ 


Pansat 


© Do you love the 


trees and flowers? 


Saturday, August 14, join the Chicago Artists 
Guild’s next nature study tour around the beautiful 
Nordic Hills Country Club course. Share in 
a glittering array of fine prizes... plus a delicious dinner. 
So phone Bill Kapche at WHItehall 5355 and 


arrange a tee- 


LAU 


off time for your foursome. 


RENCE Inc. 


Photoengravers, 547 S. Clark Street 
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Jenate Launches 
Probe of Entire 
Anti-Trust Setup 


Fear for Future of 
All Delivered Prices 
Voiced by Attorneys 


WASHINGTON — Recent Supreme 
Sourt and FTC rulings outlawing 
the basing point pricing system 
ormerly used by the cement and 
steel industries erupted last week 
into a full scale investigation of 
existing anti-trust policies. 

With an advisory committee of 
35 from labor, agriculture, and all 
segments of industry to assist, a 
special subcommittee under Sen. 


Homer Capehart (R., Ind.) will | 


and economists, examining the 
Supreme Court discussions of 
“phantom freight” and “freight 
absorption” in the cement case, 
fear that “discrimination” may be 
present in virtually all transac- 
tions, ever to the five-cent candy 
| bar. 
FTC May Continue Study 

| Moreover, Senator Capehart 
‘claimed last week that FTC is 
|taking a similar position in a 
ibrief filed July 10 in the old 
'“Pittsburgh plus” case at the fed- 
eral district court in Philadelphia. 

Following its study of basing 
point pricing and universal de- 
livered pricing, the committee 
may proceed next year into a 
broader investigation of forces 
leading to economic concentra- 
tion. Its general counsel is Wil- 
liam Simon of Miller, Gorham, 
Wescott & Adams, Chicago law 
firm. In addition to Senators 
Capehart, Hawkes, Brewster and 
|Johnson, the subcommittee also 


work through the fall in the hope | includes Sen. Brien McMahon (D., | 


of pinning down the full implica- 
tion of recent decisions by the 
time Congress reassembles next 
winter. 

The majority of the five-man 
Capehart subcommittee is obvi- 
ously alarmed at the possible re- 
sults of the basing point decisions, 
which have already led to sub- 
stantially higher f.o.b. prices for 
cement and steel. 


Senators Comment 


“If these decisions remain in 
force,” Sen. Albert Hawkes (R., 
N. J.) commented, “the results 
will be costly for consumers who 
don’t happen to be located near 
a producing plant.” Sen. Edwin C. 
Johnson (D., Colo.) said he fears 
f.o.b. pricing will result in higher 
transportation costs generally, and 
Sen. Owen Brewster (R., Me.) 
said the actions might represent 
“government interference with the 
laws of economics.” 

Senator Capehart contends, 


however, that the committee is 
starting “with a free and open 
mind.” “What we are after,’ he 


says, “is to find out what pricing 
policies will best serve the com- 
petitive forces of free enterprise 
and the economic stability of the 
country.” 

First phase of the investigation, 
already under way, deals with the 


wisdom of the basing point pricing | 


system itself, and particularly, the 
status of universal delivered prices 
in the light of the Supreme Court 
decision. 
Business Men Confused 
“There has been increasing con- 
fusion among business men all 


over the country as to the mean- 
ing of the decisions as applied to 


them,” Senator Capehart ex- 
plains. 
“Manufacturers are anxiously 


seeking answers to such questions 
as ‘Did the court outlaw universal 
delivered prices by a manufac- 
turer?’ ‘Is it illegal for a candy 
bar manufacturer to sell his prod- 
uct so that it will retail through- 
out the United States for a nickel 
a package, or should candy bars 
seli at varying prices according 
to freight charges?’ ” 

The contemplated 35-man ad- 
visory committee, under Dr. Mcl- 


| Conn.) 


Paul Smith Opens 
Own NY Agency 


Paul Smith, art director of the 
D’Arcy Advertising Company, 
New York, for the past six years, 
has established his own advertis- 
ing agency, Paul Smith Advertis- 
ing Company, with offices at 23 E. 
67th St., New York. 

Officers of the agency are Jef- 
ferson Tester, former production 
and creative director for New 
York Subways Advertising Com- 
pany, vice-president, and Robert 
Smalley, former copy chief at 
Lennen & Mitchell and Kenyon & 
Eckhardt, treasurer. 


7 to Standard National 


Standard National Advertising 
Agency, Seattle, has been ap- 
pointed to direct the advertising 
of Feltrok Insulation Mfg. Com- 
pany, insulating materials; 
falo Shoe Mfg. Company, loggers’ 
shoes; 
seafood; Hathaway-Thurlow, ma- 
chinery; Neo-Pharmacon, medical 
products; Northwest Venetian 
Blind Company, venetian blinds, 


cornices and screens, and Carl K. | 


Buf-| 


Haines Oyster Company, | 


Wilson Company, stationery and 
books. 


Doyle to Hile-Damroth 


William T. Doyle, former di- 
rector of sales and advertising for 
Lakeside Laboratories, Milwaukee, 
has joined Hile-Damroth, Inc., 
New York, as sales consultant. 


Your Copy Will Fit - - - 


without bother of counting words! 


Handy card simplifies copy fitting. Merely 
set your typewriter as indicated on card and 
8-pt., 10-pt. and 12-pt. copy goes line-for- 
line as you type it. Your copy blocks will 


FIT! Especially fine for newspaper work. 
Money back if not pleased Keep one by 
every typewriter 


O. A. FELDON & ASSOCIATES 


Publishers Representatives 


185 North Wabash Avenue 


Chicago 1, Ill. Dearborn 5272 


vin Thomas Copeland, director of | 
business research, Harvard Uni- | 


versity school of business admin- 
istration, is expected to advise on 
the workability of basing point 
prices in the light of today’s mar- 
ket, and to deal with such issues 
as “Will the Supreme Court de- 
cision help or cripple small busi- 
ness?” and “Will the evils of 
monopoly be aided or impeded?” 
At preliminary hearings in 
June, four FTC commissioners 
contended that universal de- 
livered prices are permissible as 
long as there is no element of 
conspiracy or discrimination. 
But many attorneys, writers 


Au Mit Y Power 


across the nation! 


Want to increase the “pulling power” of your national advertising? 


Want to direct interested readers to your dealers? Trade Mark 


Service in the ‘yellow pages’ (classified section) of telephone 


directories does just that. 


Here’s what it is: your trade-mark or brand name is shown in 


the ‘yellow pages’... over a list of your local outlets... wherever 


you have distribution. 


Here’s what it does: people who see your national advertising, and 


want to buy, can quickly find a dealer who carries your products. 


There are more than 1880 classified telephone directories with 


a combined circulation of over 27,800,000. You can be in all... 


or in those that cover your primary markets, 


You sign only one order, deal with only one Bell 
Telephone Company, and have full control of 
your authorized dealer listings. 


Try Trade Mark Service. Watch it pull! 


For further information, call your local telephone business office or see the latest issue of Standard Rate & Data. 
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This department is a reader’s forum. 
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Dell Makes ‘Clean oes, Bugs Bunny, Porky Pig, 
“Tas . alter Lantz’ Andy Panda, 
Comics Policy Clear 'M-G-M’s Tom and Jerry and 


To the Editor: The article ap- 
pearing in the July 12 issue of 
ADVERTISING AGE under the head- 
ing of “Comics Publishers Set 6- 


others. Along with these animated 
movie characters, we have intro- 
duced the famous cartoon charac- 
| ter, Margie’s Little Lulu, very suc- 
Point Code to Purge Books” is | cessfully into comics. In the west- 
misleading. I am referring to the |ern field, our Roy Rogers, Gene 


second paragraph which reads as | Autry, and Lone Ranger comics 
follows: are leaders. We, therefore, prefer 


“Coinciding with widespread |"°t to join with these other pub- | 


civic reaction to the content of | lishers in their newly established 


some comics, the Association of | ©°de. 
Comics Magazine Publishers, | 
headed by Phil Keenan, general . 
manager of Hillman Periodicals,, i™8 Company, New York. 
as president, said a drive would es 


start to bring all comics publishers | . 
into line” (the ACMP represents | Twin Idea Is Not 


We have the unique distinction! To the Editor: I can under- 
of acquiring the largest sale of stand why W. R. Forrest feels 
any comic group in the industry, | irked about the use of the “twin” 
yet we have closely adhered to/|headline by Tintz after it has be- 
the policy of publishing good,|come so closely identified with 
clean, wholesome and entertaining |Toni permanent waves. 
comics. We have followed this | But the language of his pro- 
policy from the very inception of | test makes Foote, Cone & Belding 
Dell comics and we are one of|sound like a bunch of snobs and 
the first publishers to enter the stuffed shirts with an over-devel- 
comic book field. We have blazed |oped sense of superiority. And I 
our own trail of introducing | know that just isn’t true! 
famous animated movie charac-| Anyhow, let’s be fair. 


HELEN MEYER, 
Vice-President, Dell Publish- 


The 


ters such as Walt Disney’s Donald “twin” idea as a technique of vis- | 
Warner | ual demonstration didn’t originate | 


Duck, Mickey Mouse, 


~Only one 
of the two most intensely 


read magazines in the world" is 


available for your advertising, 


In Coronet, the difference 

in thorough readership between 
lead-off article and last 

article is only 16%! 


So wherever 

your advertising 

appears in Coronet, it 
gets preferred position —and 
that’s just part of your 
Coronet Bonus! 


*Coronet and 


Reader's Digest, U.S.A. 2,500,000 quality circulation . 


Letters are welcome. 


|with Toni. It’s not a new idea 
but older in fact than either Toni 
or Mr. Forrest. The “twin” idea 


is merely a simple, obvious method 
|of visual comparison. And there’s 
no reason why any advertiser 
shouldn’t use it. . . if it fits. 
Toni has, of course, done a won- 
derful job in the handling of this 
tested technique. But does that 
mean those who use the “twin” 
idea from now on should be called 
“little people with ill manners?” 
|If that same reasoning were ap- 
|plied to all of advertising, what 
an army of little stinkers there 


would be. Yes, and we’d all be 
marching in the line . . even 
Mr. Forrest! 


JOHN J. LARMER, 
President, Piedmont Advertis- 
ing Agency, Salisbury, N. C. 

vvwy 


Economics of Giveaway 
Shows Get an Airing 


To the Editor: 


red-blooded radio listeners, upon | 


|hearing one of the many “give- 
|away” programs with which the 
‘air has become saturated, share 
the disgust of Brother Hopkins of 
Medina, O. And it isn’t because I 


‘have never been able to use a/| 


single thing I won on certain oc- 
casions. I just don’t like them. 

| But if Brother Hopkins knows 
i/his advertising trends to the ex- 
‘tent I suspect, he should find con- 
solation in the knowledge that 
“this too shall pass.” For, to hold 
‘their appeal, such programs must 
out-giveaway their competitors; 
and before long natural evolution- 
ary laws take hold to develop 
more and more expensive prizes. 
|Eventually, we may expect the 
‘radio station itself to be given 
|}away to the bright contestant who 
‘answers the significant question: 
‘How can we keep a dog from 
\frothing at the mouth?* Then 
entire networks will be given 
laway; and then the FCC. Ob- 
viously, at that point, or at one 
very close to it, the object of 
|'Brother Hopkins’ pet peeve will 
have disappeared and some other 
equally moronic radio trend will 
|have taken its place. 

But, if I may say so, I think 


I, like all truly | 


little money around, those who/! 


had a dime squeezed it so hard 
one would have thought the God- 
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any unbleached flour lately?) 


|definitely harmful to human be- 


dess of Liberty was Betty Grable. | 


|They just couldn’t be coerced into 
parting with it. Consequently, the 
sidewalks of the nation were clut- 
tered with the dead, limp bodies 
of manufacturers who had jumped 
| from windows because the natural 
‘economic laws denied them the 
power to fix their own prices. 
PHILLIP GRANT, 
New York. 
*In the event this particular 
question does come up on the 
next “money pot’ program the 
reader attends, the answer is: 
Teach him to spit. 


vgv¥s iy? 


‘Cynic’ Wonders About 
the Vitamin Problem 

To the Editor: I see by AA 
(July 26) that “Bakers, Millers 
Put $7,500,000 into Joint Drives.” 

By one of those strange coinci- 
dences, I was glancing through 
AA while my wife was listening 
to one Carlton Fredericks, a nu- 
trition expert on New York’s Sta- 


ings. 
Recently a Communist organizer 


'tried to make a “comrade” out cf 
|me—but with no success, let me 
‘hasten to add for the benefit of 


J. P. Thomas! However, he mad 


'a rather interesting statement con 
'cerning what he claimed was thx 


function of advertising in Russia 
“Advertising,” he told me, “is usec 


|to inform, to instruct, to help im- 
| prove the conditions of the people 
| You would never see an adver- 


tisement in Russia urging some- 
one to buy Glotz’s Glorified Glu- 
cose, but you would find placards 
in the subways suggesting ways 
to balance the family diet intelli- 


|gently, or urging people to brush 


their teeth regularly.” 
Since I’ve never been in Russia 


'I cannot support or contest his 


tion WHN, at the time I happened | 


upon the baker-miller advertising 
| project. 

One of Fredericks’ pet peeves is 
white bread, white flour, white 
|sugar, and other “purified” foods 
‘which emasculate our “vittles” of 
many of their vital food elements. 
For instance, he claims that not 
jonly are less than half the vital 
{vitamins and minerals restored to 
|so-called enriched flour, but also 
ithat the chemical used in bleach- 
‘ing flour (have you tried to buy 


statement. However, even though 
the commies do claim to do it, I 
wonder if a good thing isn’t worth 
passing on? Why couldn’t the 
bakers and millers spend their 
$7,500,000 “selling” America on 
the vastly superior merits of 100% 
whole wheat bread? 

I’m getting cynical, I guess, but 
I believe Fredericks when he 


_maintains that these vitamins that 


are taken from flour are sold to 
pharmaceutical houses (along with 
rice polishings and _ blackstrap 
molasses) to be made up in prepa- 


|rations we take to make up the 


vitamin deficiencies we suffer be- 
cause we eat devitalized foods in 
the first place! In short, there is 
enough greater profit, we may 
presume, in selling the devitalized 
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©) CAN THE NATIONAL ADVERTISER | 
\ REACH EVERY NEWSPAPER READER 


| Where Else in the 


UNITED STATES... 
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IN A RICH METROPOLITAN CITY 


|Brother Hopkins ventures beyond | 
his depth when he attacks radio’s | 


/current “money pots” stupidity on | 
|the grounds that the cost of give- | 


‘aways is passed on by the manu- | 


|facturer to the 
|Shoulders of the consumer. That 
lis true only to the extent that, in 
|the final analysis, all costs—taxes, 
‘tariffs, government waste, subsi- 
dies, and all consumer goods—are 
paid by the consumer. 

But that does not mean that a 
manufacturer who gives away free 
|locomotives may add the cost to 
'the selling price of the locomo- 
tives yet to be sold. He cannot 
get a nickel more than the price 
at which his competitors sell loco- 
motives; and they cannot get a 
nickel more than the railroad op- 


'erators, the consumers in this ex- 


ample, are willing to pay. For it 
is an economic truism (see Bor- 
den’s “Economics of Advertising”’) 
that the seller cannot fix the price 


on his goods unless he (1) enjoys | 


an absolute monopoly, (2) is a 
member of a cartel, or (3) re- 
ceives special privileges from a 
slightly corrupt body of legislators. 
Brother Hopkins will agree that 
few, if any, of the sponsors of 
“giveaway” programs enjoy any 
of these special trade privileges. 

That the consumer does indeed 
fix the selling price is evident if 
we look back upon the last depres- 
sion. All manufacturers wanted 
was to fix their prices at the point 
where they might at least pay 
their expenses. But there was so 


overburdened | 


\ AREA OF OVER 500,000 POP- 


ULATION FOR AS LITTLE AS 
99¢ PER LINE DAILY AND 
50c PER LINE SUNDAY 


U. S. tax collections in Ken- 
| tucky during the fiscal year 
“1 ending June 30 set a new 
record. An all-time high of 
$780,171,568 was paid by 
Kentucky taxpayers. 


335,585 DAILY @ 268,044 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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white bread, et al, plus the vita- | evidenced by the enclosed recent, read your fine story on MacRann 


min preparations that it would be 
rank heresy to suggest people eat 
their vitamins in the first place— 
all of them, that is! 

Sic semper free enterprise!—or 
something! 

(Rev.) Witit1am M. Hunter, 

Public Relations Department, 

Synod of New York, Presby- 

terian Church, Florida, N. Y. 

i Me 


Florida Bank Column 
Has an Ohio Challenger 


To the Editor: I was interested 
in seeing the clipping of the Magic 


_column, proves of greater news 


value and has a higher reader- 
ship than the article published in 
ADVERTISING AGE. I am a January 
graduate of the Ohio University 
school of journalism and have 
been with this newspaper since 
that time. 
JOSEPH R. KNAPIK, 
Advertising Department, The 
Newark Advocate, Newark, O. 


Wants to Try It 


To the Editor: Your Creative 
|Man gives me a pain in the neck! 


Associates in the July 5 issue of 
ADVERTISING AGE, but we would 
like to tell you that, in our opin- 
ion, it is the best editorial effort 
on MacRann and its “A-B-Cs of 
agency service’ which we have 
seen to date. We found it to be 
not only a very readable story, 
| but it was both complete and ac- 
| curate. 
DanieEL G. MacMILuan, 
President, MacRann Asso- 
ciates, New York. 


Austin Expects to Stay 


Doors column, as sponsored by the | Forever griping about the adver- | in U. S. Market 


First National Bank, Palm Beach, | tising men—and no constructive | 


Fla., in the July 5 AA edition. 
One of my accounts, the Park 
National Bank, has been running 


_ Park National 
Bank Notes 


<a 
 . ph ee Bert 

NEWARK & LICKING COUNTY 
NEWS OF WEEK REVIEWED 


MERCHANTS — Results in the 
election of the first executive 
board of the newly-organized 
Retail Merchants Council of the 
Newark Chamber of Commerce 
were announced this week. 
Among those elected are: 
Charles Hirsch, Larry Love, 
William Sherman, Ross David- 
son, H. C. Gerlach, E. C. Kuhn, 
Fred W. Abbott, B. E. Davidson 
and George Penick. 

* e- @ 

SWIMMERS—A “learn to swim” 
class for children up to 12 
years of age will start Tues- 
day at 10 a. m. a) the Newark 
municipal 1. Arrangements 
have heen Onade by the Red 

t 
On SOE 
ethic @ regiment at 
Camp Sherman 31 years ago. 
7 + . 


FARM -- You should maintain 
adequate records of your farm- 
ing operation. For this purpose 
Ohio State university’s college 
of agriculture account books 
are available at this bank. 

* - * 


DAD'S NIGHT — Good ol’ Dad, 
who hasn't completely recov- 
ered from the recent Father's 
Day, will get another chance 
to strut tonight at Arnold Park. 
Tonight is Dad's Night at the 
local ball park and kids, 14 
years or younger, will be ad- 
mitted free accompanied by a 
male adult. 


National Bank Notes, in the New- 
ark Advocate for the past 14 
months, thus the interest. 

News of the past week, occur- 
ring in Licking County, of which 
Newark is the seat, is reviewed 
and a series of five commercial 
articles is also included. The 
commercial items are written by 
Frank S. Farrington, vice-presi- 
dent of the bank and a former 
Sears, Roebuck store manager. 

It is this writer’s responsibility 
to dig up lively happenings of 
general interest to Licking Coun- 
tians for the news end of this 


criticism. 
It sure is easy to pick apart the 
|work of someone else, but does 


other than gripes? 
What a job! 
SusIE, 
Chicago. 


To the Editor: In your issue of 
|June 14, 1948, you printed a story 
‘about the Austin Motor Company 


ter. 


You quoted Mr. Lord cor- 
rectly about his prediction that 
the sellers’ market for cars would 
continue in the United States for 
at least 18 months and that during 
that time, “We can prove all we 


claim for our cars.” The rest of 
his statement should have said 
that after the 18-month period, 
“We expect our orders to contract 
but that Austin will always have 
a reasonable market left in the 
United States.” 

The clear implication of your 
story and headline was that Aus- 
tin would be here only during the 
car shortage, whereas this is com- 
pletely contrary to the company’s 
announced plans and expectations. 
In a news release issued on May 


land its chairman, L. P. Lord, 25 of this year, Mr. Lord declared, | 
a similar column, entitled Park | the old boy ever have anything | which was unfortunately com- | ‘May I state here again that we | 
| worth while to offer himself—| pletely misleading in stating that do not expect to sell and service 


|Austin would not attempt to cap- 
‘ture a permanent market in the 
United States. 


Austins only so long as the ‘sel- 
lers’ market exists.” 
Austin already has dealers in 29 


P.S. Does he need a good as-/|in order to obtain from Mr. Lord bia, and has its headquarters in 


| sistant? 


Forest City Mig. Co. 
Is in St. Louis 


| To tHE Eprror: YOuR ARTICLE 


_PAGE TWENTY AUGUST 2 ISSUE HAS | 
CLEVELAND DATE LINE. WE ARE ST. | 


_LouIs FIRM WITH HEADQUARTERS 

IN St. Louts. 

A. H. Baum, 
Advertising Manager, Forest 
City Mfg. Company, St. Louis. 

| Sorry. The picture on Page 37 

|gave the proper address. 

= 

| ‘This One Is Okay’ 

To the Editor: 
‘say thank you for a splendidly 
| written article about “Feature.” 
| There have been several ver- 
sions attempted in other maga- 
zines, but none gave us the im- 
‘pression that the writer under- 
stood the subject. This one is 
| okay—very much so. 
| Thank you again, and you 
|/might like to know that we have 
received several calls as a result 
| of it. 

ROBERT ALTSHULER, 


This is just to, 


|himself a clarification of this mat- |New York City. 


It also has a 


| 


| We have delayed writing to you, states and the District of Colum- | 


| 
| 
| 


spare parts depot in New York, 
and is establishing another on the 
West Coast. 

We would greatly appreciate a 
correction in. your columns that 
would make it clear that Austin 
plans to sell and service its auto- 
mobiles here after the current sel- 
lers’ market has disappeared. 

Epwarp J. Maas, 

J. M. Mathes, Inc., New York. 


o 
Multigrophing 
Mimeographing 
Mailing 


Mechonicot 8 
Addressing from 
Metal Plotes 


SUPerior 8154 


8 W. Ontario, Chicago 10, Illinois 


— THE WAY YOU WANT IT! 


Oeming . 


Managing Editor, ‘‘Feature,” 
New York. 


‘How About It?” 


| To the Editor: Is advertising | 


going to the dogs? Or is it copy- 
writing? Or is it litrachoor, itself, | 
mayhap? 

A stylish brochure that just | 
reached me from The Heritage 
‘Club startles me just a mite by 
starting with—and I quote: “Two 
Great Danes have collaborated to 
produce this important and won- 
|derful set of books.” 

Of course it could just be dog 
days doings. 

C. RALPH BENNETT, 

Special Creative Consultant to 

Agencies and Publishers, New 

York. 


7 7 ._¥ 
‘Complete and Accurate 
To the Editor: We need not tell 


column. 


I feel sure that this series, as! you how 


interested we were to 


In 1944 the v.p of an $18,000,000 
mid-west company said: “You're phe- 
nomenal! In one year you increased 
our average return from 212% to 
17%,1" 


Last Fall a Southern executive chal- 
lenged: “We've sent 2 letters to this 
list, got back $2 per name. Can you 
beat that?” My one letter brought 
back $21 per name. 


Only once were my letters entered in 
advertising competitions. | won BOTH 
top national awards . Dartnell’s 


(juaranteed Sales Letters $100 | 


America's Highest Priced Sales Letter Writer 
Guarantees to Increase Your Returns 20%,! 


Write to J. L., Suite 1203, 366 Madison Avenue, New York City 


Gold Medal and DMAA “Best Letters 
of the Year.” 


My price is high . . . but worth it. 
In 18 years | have never failed to get 
more response. | guarantee you an 
increase of 20% over present returns 
(60 orders or inquiries for every 50 
you now get). 


Send no money. Just letter or mail- 
ing you want me to beat... by 20%, 
or more. Test my copy on small list. 
You must get 20% more returns .. . 
or no pay. Have time only for few 
new clients. So write today. 


all over America 


The newest, largest edition of the 
SHOW of BRANDS... the 13th Annual GRIT 


Reader Survey! STARRING nationally advertised brands ranging 


from food to furnace—refrigerator to razor—truck to tobacco. SEE IT— 
READ IT! It's your “how they buy ... what they'll buy’”’ guide to True Small 


Town America. The survey will be presented on request to national 


advertisers and recognized agencies. Write for your copy today! 


SMALL TOWN AMERICA’S © 
GREATEST FAMILY WEEKLY — 
WITH MORE THAN 


- 650,000 CIRCULATION 


mars 


GRIT PUBLISHING CO., WILLIAMSPORT }3.PA 
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Buckley Names Haines 


Kenneth J. Haines, for the past 
eight years advertising and pub- 
licity manager of the Northern In- 
diana Public Service Company, 
has been appointed vice-president 
of Homer J. Buckley & Associates, 
Chicago. 


Begin to Bendix 

Howard J. Begin, former adver- 
tising manager of Lyon, Inc., De- 
troit automotive accessory manu- 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft® 
900 Kibby St., Lima, U.S.A 


“Tredemerts Reg ¥ + Pe OF 


a 
* 
. 


|facturer, has been appointed ad- 


Bendix- 
Air 


vertising manager of 
Westinghouse Automotive 
Brake Company, Elyria, O. 


Rubinstein Adds Three 


Bert Greene, formerly advertis- 
ing manager of I. Miller & Sons, 
Long Island City, N. Y., has been 
appointed art director of the 
newly formed advertising depart- 
ment of Helena Rubinstein, New 
York, with offices at 16 E. 55th 
St. Other new appointments are 
Mrs. Edith Macaulay, copy chief, 


and Hazel Berrien, copywriter. 


| Changes Meeting Place 


The Advertising Typographers 
Association of America will hold 
its annual convention Sept. 8-11 
at the French Lick Springs Hotel, 
French Lick, Ind., instead of in 


| Asheville, N. C. 


(Advertisement) 


h 


Misrepresentations in Advertising 
Last of a Series of 10 ‘Legal Reminders’ 


By Albert Woodruff Gray 


The Ten Commandments are; The Circuit Court of Appeals 
sound law. They have never been | sustained the FTC order with this 
amended or repealed. Receiving | comment: 
payment for one article and de-| worldly may well realize the fal- 


livering a different article is .; : 
sity of any representation h 
fraud. Rayon must be sold as d y ? . 


, : the product can roll back the 
rayon; silk as silk. years, there remains ‘that vast 
The federal court points out, multitude’ of others who, like 


“such words as 
‘easy,’ ‘perfect,’ ‘amazing,’ ‘prime,’ Ponce de Leon, still seek a per- 
‘wonderful,’ ‘excellent’ are re- petual fountain of youth. The av- 
garded in law as mere puffing or | Tage woman, conditioned by talk 
dealers’ talk upon which no/|iM magazines and over the radio 
charge of misrepresentation can Of ‘vitamins,’ ‘hormones’ and God 
be based.” No boundary line has| knows what, might take ‘rejuven- 
‘ever been clearly run by the escence’ to mean that this ‘is one 
‘courts between exaggeration in| of the modern miracles’ and is 
|selling and dishonest misrepre-| something which would actually 
sentation of facts. 'cause her youth to be restored. It 
A limitation was placed on so-/is for this reason that the Com- 
called sales puffing by the Federal | mission may insist upon the most 
Trade Commission in a cease and | literal truthfulness in advertise- 
| desist order directed against the ments and should have the dis- 
advertising of a cosmetic (Re-| cretion, undisturbed by the courts, 
juvenescence Cream) that by aj|to insist, if it chooses, upon a 
“vital organic ingredient” brought | form of advertising clear enough 
to the user’s skin “a clear radi- | so that, in the words of the proph- 
ance, the petal-like quality and/|et Isaiah, ‘Wayfaring men, though 
'texture of youth.” | fools, shall not err therein.’ ” 


however, that 


| . . 
| Campaigns on water heaters, Dis- 
posalls, dishwashers, refrigerators, 


Hotpoint Range 
to Get Ad Push _ through Maxon, Inc., here. 


Cuicaco—Hotpoint’s new “push- | 


button” electric range, which made U.S, Issues Guide 
its debut here about a month ago,|_ The U. S. Department of Com- 
is set to get a heavy share of the| merce has published “Trade As- 
‘company’s $2,000,000 1948 adver- | sociation Opportunities in Market- 
tising budget. ing Research,” an 80-page guide 
An illustration of the new/for association executives. The 
range, with a housewife pointing | 0oklet, available for 25 cents, was 
at the push-button controls, will) Tonual for trade associations cone 
appear in four-color kick-off | templating initiation, reorganiza- | 
spreads in the Sept. 4 Saturday | tion or expansion of marketing re-| 
Evening Post and the Sept. 13) search programs. Methods of con- 
Life. ducting research through commit- 
Copy, headed by the slogan,| tees and in cooperation with uni- 
“Push-button cooking is here with | versities and private research 
Hotpoint,” plugs ease, speed, ac- | °rganizations are discussed. 


“While the wise and/| 


and the company’s other ranges, | 


/curacy and convenience of cook- | 
‘ing with the new gadgets. Buys Laundry Paper 

In addition, the media list on! Quinn-Ousley Publishing Com-| 
the company’s °48 schedule in-| pany, Fort Worth, has bought | 
cludes: American Home, Better Southern Laundry & Cleaner from 
|Homes & Gardens, Country Gen- L. Peace Publications, New 
'tleman, Electricity on the Farm, | Qrleans. Bill Quinn and Marion 


_ | E. Ousley are co-owners of Quinn- 
eligi Be + igen ormnmmua | Ousley, with offices in the Ledger 


House &| er 
| Garden, Ladies’ Home Journal, | UNG 
McCall's, 


Newsweek, Progressive | JWT . eo 4 
Farmer, Small Homes Guide, Suc- | Raises Viola 
Jean Viola, former assistant di- 


->A SPECIALIZED GROUP 
‘ae 3 . | cessful Farming, Time and Wom-| 

5 / F rector of the radio traffic depart- 
T H 0 R 0 U G H LY T R A | N E D | Gn’s Home Companion. | ment of J. Walter Thompson Com- 


: ; 
| The range promotion, timed to! pany, New York, has been ap-| 


DEALER CONSUMER PSYCHOLOGY | coincide with completion of the pointed director of the depart- 
= company’s expansion program, 


ment, succeeding Louise Spalding, | 
| will be supplemented by separate | 


<= Py, 
a" 


/ \ wT 
(2 > Hm-m-m!... Must be a“SPEND-O-CRAT” 


Time’s Income Up 
to $64,705,000 
for First Half 


New YorkK—Time, Inc., rackei 
up a record $64,705,000 in income 
for the first half of 1948, $6,275,- 
000 more than the $58,429,800 dur- 
ing the similar period of 1947. 

Rising costs slightly offset the 
increase in income, but net in- 
come was $4,204,300, $140,400 
more than the $4,063,900 earnec 
in the first six months of 1947. 

The income figure represent: 
subscriptions, newsstand sales, ad- 
vertising, film rentals and miscel- 
laneous _ sales. 
president, said circulation and ad- 
| vertising volume are at high leve! 
-and the outlook “is for them to 
/continue strong.” 

Expenses and costs for the first 
half of 1948 were $58,290,000 
| against $51,977,200 for the first six 
months of 1947. 


CBS Signs Sealy 


The Sealy Mattress Company, 
Los Angeles, has signed to spon- 
|'sor the Saturday broadcast of 
' Charles Collingwood’s news analy- 
/sis program on the Columbia Cali- 
fornia network beginning Aug. 21. 
The contract is for 52 weeks and 
covers eight Columbia stations. 
|The agency is Alvin Wilder Ad- 
| vertising, Hollywood. 


Cotton Adds Paper 


W. R. Cotton has been appointed 
midwestern advertising manager 
of California Oil World, with of- 
fices at 307 N. Michigan Ave., 
Chicago. 


NEW JERSEY'S FOURTH LARGEST MARKET 


a Fe 
NO 


V4 
COMPETITION 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 
No other paper or combination of papers 
can sell Bayonne. . . That is why 99.2% of 
ALL the RETAIL ADVERTISERS in Bayonne 
advertise in THE BAYONNE TIMES EXCLU- 
SIVELY. Use THE BAYONNE TIMES for 76% 
coverage in this wealthy city. . . . 93% 
Home Delivery. 
Send for the 1947 Market Data Book. 


THE BAYONNE TIMES 


NATIONALLY SEPRESENTED BY 


BOGNER & MARTIN 
295 MADISON AVE, HEW YORK © 270M. LASALLE ST. Cmicage 


- + COMBINING CREATIVE TALENT, | — 

| CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
--TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


Farm families in 203 Big Aggie Lan 


Distribution of counties 
represented in WNAX 
Farmstead Improvement 
Program. 


Represented by the Katz Agency 


A Cowles Station 
SIOUX CITY © YANKTON 


ABioted Wh The American Brosdcastivg Ca 


570 KC—5,000 Watts 


ne 


MERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION SKILL 


counties are giving their homes, yards 
and buildings a face-lifting under the 


So. Dak. .......... 58 sponsorship of WNAX. Approximately 

— 3: eae $15,000 in merchandise will be awarded 

a ae each year for three years in the greatest 

7 Pe 38 farmstead improvement program in the 
po history of a radio station. 


~ 


WHAT A REPAIR BILL! 


1,044 FARMS COMPETE IN WNAX 
3-YEAR IMPROVEMENT PROGRAM 


d 


Roy E. Larsen, I 
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| George Stevens 


to Direct Sales 
for Presteline 


which Admiral Corporation re-| 
cently purchased from the Pressed 
Steel Car Company, will be mer- 
chandised through the newly- 
formed George T. Stevens & AS- 
sociates. 

Mr. Stevens, formerly executive | 


| 


PACKAGED PANTS — Day's Tailor-d | 
Clothing, Inc., Tacoma, Wash., is in- 

troducing the packaged idea, ‘said to 
be the first in the men's wear industry, | 
for its Campus King corduroy trousers. 
The package is the folding window type, 
with the large D cut out and covered 
with lumarith to show the trousers and 
descriptive label. Magazines, news- 
papers, outdoor posters and radio are 
being used in the West through Con- 

don Co., Tacoma. 


Safeway May Cut 
Many Lines Carried 
to 2 or 3 Brands 


(Continued from Page 1) 


such policy affecting those prod- 
ucts has been announced. It. 
simply does not exist. . . | 

“Safeway, like every other food 
retailer, faces a problem of de- 
ciding what products and what 
brands and sizes of those products | 
are to be stocked. There simply 
isn’t room in the store for every- | 
thing available.” 


Analyzes Product Movement 


Currently the company is an- 
alyzing “the movement of each | 
product, brand by brand and size 
by size. . . Although the analyses 
have not been completed, it is ob- 
vious that the number of brands 
will vary by products according 
to movement. There will be no/| 
general over-all policy applying | 
to all products. 

“Naturally, any restriction of 
brands steps on somebody’s toes. | 

. We cannot please every sup- 
plier or every customer on everv 
request. Unfortunately though, 
when someone is dissatisfied | 
stories and rumors start.” 

“We will make some mistakes” 
but these will be “honest ones 
based on decisions influenced only 
by the facts as we see them,” Mr. 
Becker said. “Safeway stands to 
lose more than the national adver- 
tiser when a mistake is made. As 
long as a customer can get the 
brand somewhere, the advertiser 
tands a chance of making the 
sale, but Safeway has lost it.” 


Changes Possible 


Mr. Becker pointed out that 
all this does not necessarily close 
Safeway’s doors to new products, 
because: 

“1. Any policy is subject to 
change to meet changing condi- 
tions. 

“2. We have an established pol- 
icy and procedure for considering 
new products. This policy has 
been in effect for several years 
and is still in effect. Under it 
Safeway divisions have stocked as 
many as 299 new products during 
the course of a year.” 

Safeway’s sales in 1947 exceed- 
ed $1 billion. 


WOR Promotes Mayo 

Robert C. Mayo has been named 
sales manager of WOR, New York, 
succeeding Eugene S. Thomas, 
newly appointed general manager 
of WOR’s Washington television 
outlet, WOIC. Mr. Mayo, for- 
merly with CBS and Firestone 
Tire & Rubber Company, has been 
an account executive at WOR 
since 1940 except for a wartime 
leave of absence. 


vice-president of the Eureka Wil- 
‘liams Corporation, will direct the | 
|national sales of Presteline prod- | 
\uets through regular distributor 
‘and retail channels, and promises 
‘that new appliances will be added 
to the line. 

At a two-day meeting here, the | 
Stevens organization outlined fu- | 
ture policies to distributors. D. O. | 
Klein, formerly sales manager for 
Presteline, will continue in that 
capacity under the new manage- 
ment. 


drive this August, 


Chicago agency, has been ap- 
pointed to direct advertising for 
Presteline, and will initiate a trade 
a magazine 
/promotion in September and, 


|dealer tie-in drives. 


‘Climalene Promotes 


| Marriott and Barr 


Robert H. Marriott, former ad- 
vertising manager of the - 
lene Company, Canton, O., has| 
been appointed vice- president in | 
| charge of advertising. He joined 
the company in 1935 and became | 
advertising manager in 1941. 
| Fred C. Barr, who has been| 
'with Climalene since 1940 as di- 
rector of the research laboratory | 
and in sales, has been appointed 
|manager of the company’s new | 
| products division. 


Collins to > Hicks | 
Lee Collins, Inc., New York| 


dress manufacturer, has appointed | 
Lawrence Boles Hicks, Inc., New | 


Changes Name 


Radio News, published by Ziff- | 
Davis Publishing Company, Chi- 
|eago, has changed 


its name to 


| Joins Video Films 


commercials department. 


THE BEST WAY L. a 


Toll Your Stony, in ies 


Over 37,000 circulation, including 25,000 league and 2515 
city association officials. The only =e with 100% 


coverage of 5336 certified Bowling estab 


ishments. Bowling 


market, wide open after four war years, produces $291 ,000,- 
000 annually — three times as much as pro baseball. 
Write for our latest rate card today. 


BOWLER'S MAGAZINE Uy 


Casler, 


Hempstead & Hanford, 


York, to handle its advertising. | 


What makes a newspaper great? 


*HIM SAY HEAP BIG BIRTHDAY PARTY S 
——) 


FOR GISHI-GO-ININI AT MINNEAPOLIS 
AUDITORIUM !" 


The guest of honor couldn’t be- 
lieve it, either. Four thousand people 
including 40 game wardens, 150 dis- 
abled veterans, delegates from 130 
Upper Midwest towns, a drum and 
bugle corps, a 50 piece orchestra, 
four vocal quartets, six night club 
acts and the Governor of Minnesota 
had assembled in the Minneapolis 
Municipal Auditorium to celebrate 
the birthday of an honorary Indian. 

Abashed recipient of the mass 
congratulations was Chippewa Big 
Chief ‘‘Comes-with-Good-Tidings,”’ 
a burly, graying newspaperman. He 
blushed, stammered his thanks as 
admirers pressed upon him a shiny 


new automobile, an automatic shot- 
gun, an American Legion souvenir 
plaque and the Veterans of Foreign 
Wars citizenship medal (awarded to 
only 28 Americans in 49 years). For 
once ina lifetime of service, Ed Shave, 
outdoor editor of the Minneapolis 
Tribune, was on the receiving end. 

To millions of Minnesota outdoors 
lovers —finned, furred, feathered and 
human—Ed Shave is the state’s 
No. One Sportsman. His columns in 
the Minneapolis Tribune are cram- 
med with the lore of 40 years’ hunting 
and fishing experience. His enthusi- 
asm is tempered with the wisdom 
of the conservationist whose first 
concern is the pre- 
servation of the 
state’s bountiful 
wildlife popula- 
tion. His100talksa 
year before sports- 
men’s clubs, con- 
servation groups 
and chambers of 
commerce bring 


ED SHAVE 


capacity audiences in every Upper 
Midwest metropolis and whistle- 
stop he visits. His annual pheasant 
or venison dinners for disabled vet- 
erans in hospitals are the warm- 
hearted inspiration of a man who 
wants everyone to share in the pleas- 
ures and rewards of the out-of-doors. 

In a forest-and-lake land where 
good fellowship and good sports- 
manship are prized human qualities, 
Ed Shave is typical of the men and 
women who staff the Minneapolis 
Star and Tribune. Their friendly 
leadership and neighborly service 
keep these the favorite newspapers 
of a great region and its people. 


Minneapolis 
Star 2zxd Tribune 


EVENING MORNING & SUNDAY 


565,000 SUNDAY - 435,000 DAILY 


JOHN COWLES, President 


William Witherell, BBDO radio 
and television copywriter for two 
and one-half years, has resigned 
in | Radio & Television News, effective | to become an active partner in 
addition, place a heavy portion of | with the August issue, in order to| Video Films, Detroit. 
Cuicaco—Presteline appliances, | the emphasis this fall on local! describe more accurately the edi-| pervise the production of the film 
torial and advertising content. 


He will su- 


Official Publication of 
AMERICAN BOWLING. CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 
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duction. 
The week is sponsored by 
Newspaper Association Managers, 
“Your Right to Know is the/|and the 1948 committee is headed 
Key to All Your Liberties” is the | by Carl A. Zielke, manager of the 
slogan for National Newspaper | Wisconsin Press Association. 
Week, which will be observed | ———— 


Oct. 1-8. The theme is “How to 
Read a Newspaper,” and the com- Names Lowell Agency 
Fragrantaire House Perfume, 


mittee in charge will try to ex- 

plain the functions and responsi- | New York, has appointed the Mor- 

bilities of newspapers, and the | timer Lowell Company, New York, 
to handle its advertising. 


difficulties overcome in their pro- 


Set Newspaper Week 
Promotion Slogan 


Then plan to sell SAN DIEGO 
The West’s fastest growing market 


The SAN DiEGo UNION 
and TRIBUNE-SUN 


will give to even a modest advertis- 
ing appropriation... 


Po the impact of 
Pepulation concentrated $ $ $! 


* Ideal area for a Southern California 


County es 
Paneintien test... a great beginning for your 
584,984 Southern California sales expansion! 


Consult our Representatives 


AML the News with Partiality to None” 


UNION and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago + Denver + Seattle + Portland « San Francisco + Los Angeles 


CHICACSO 


| 


DISC JOCKEY TAYLOR—Deems Taylor (second from left), who begins the 
Deems Taylor Concert Sept. 13 (AA, Aug. 2), seems to be getting some tips 
from Dave Garroway, Chicago disc jockey. The others listening in are |. E. 


| Showerman, vice-president and general manager of NBC, and Walter Schwim- 
mer, president of Radio Features, Inc. 
| 


‘Ziv Buys World 
Broadcasting 


from Decca 


New YorK—Frederick W. Ziv 
_Company has purchased the World 
| Broadcasting System from Decca 
'Records, Inc., for $1,500,000. 
| The Ziv company will take over 
all operations of the World sys- 


| C-P-P Promotes Hill 


tem, the country’s largest trans-| 


cription firm. 
/currently are carried over 670 
|AM, FM and television stations. 
| Ziv, already one of the leading 
transcription producers, plans ar 
expansion of the World service, 
which features such artists as 
Charlie Spivak, Russ Morgan and 
Ray Block. 

Decca Records profits for 


World programs | 


| Palmolive - Peet 


Frank W. Hill, western divi- 
sional sales manager of Colgate- 
Company, 
ronto, has been named acting gen- 


| eral sales manager of the Cana- 


dian company, succeeding R. 
Hart, who has been promoted to 
the foreign division of the com- 
pany. 


Leslie Salt to Long 


Long Advertising Service, San 
Francisco and San Jose, has been 
named to direct the advertising 


| of Leslie Salt Company, San Fran- 


| with M. C. Lodge Agency, 


Milton Wise, formerly 


San 


cisco. 


| Francisco, has been named a vice- 


| 


the | 


first half of 1948 dropped sharply, | 


according to a company release 
which showed a net figure of 
$427,212 (55 cents per share) 


against $889,149 ($1.14 per share) 
|during the first six months of 1947. 


JUSTICE HITS DECCA 
ON CARTEL CHARGE 


WASHINGTON — The Department | 
of Justice charged in a civil anti- | 


trust action last week that Decca 
Records, Inc., (American Decca), 
|had entered into a cartel arrange- 
|}ment dividing the world 
/market with Decca Records Com- 
|pany Ltd. (British Decca) and 
Electric & Musical Industries Ltd., 
another British corporation. 
American Decca was formerly af- 
\filiated with British Decca by 
_ Stock ownership, but this rela- 
jtionship was terminated in or 
j}about 1943, the Justice Depart- 
| ment said. Attorney General Tom 
‘Clark said his attorneys are de- 
|termined “to eliminate any con- 
'tractual arrangements which in- 
'terfere with or prevent the free 
‘interchange of information among 
nations.” 

| Assistant Attorney General Her- 
| bert A. Bergson, in charge of the 
|anti-trust division, said that “As 
ja result of the conspiracy and 
contractual arrangements, for 
|many years the export of Ameri- 
can records to Europe, South 
|America and other’ important 
|markets in which there is a de- 
mand for American records has 
|been seriously restrained. The 
British companies have also been 
‘excluded from selling their 
'ords in the United States, except 
under conditions designed to pre- 
jvent them from competing with 
the American company.” 


|Durstine Agency Named 

Fleishhacker Paper Box Com- 
| pany, San Francisco, has appoint- 
| ed the San Francisco office of Roy 
S. Durstine, Inc., to handle its ad- 
vertising. Trade publications and 
direct mail will be used. 


record | 


rec- 


president of the Long agency. 


| 


To-| 


Morrell Boosts Austin 


James S. Austin has been ap- 
pointed assistant director of sales 
of John Morrell & Co., Ottumwa, 
Ia. He joined the Philadelphia 
branch of the company in 1926, 
0 
branch houses of the Ottumwa or- 


and has been manager of 


ganization since 1947. 


Ayer Transfers May 


Fred May has been transferred 
from the Philadelphia office of 
N. W. Ayer & Son to the agency's 
media department in San Fran- 


cisco. 


Advertising Age, August 9, 1948 


Artists like the way 
we faithfully match 
their colors 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


well. 
for food last year — $1,080 per 
family — 37.4% above the 
national average of $786, and 
8.5% above the New England 
average of $995. 


Source: Copr. 


Worcester as a food market jumped 
from 30th position in the nation 
in 1946 to 24th in 1947. 
Families in this major area eat 


They spent $159,687,000 


You can command these lively 
appetites through a single medium 
that reaches all of them — the 
Worcester Telegram-Gazette. 
Daily circulation in excess of 


140,000, Sunday over 100,000. 


1948, Sales Management 
Survey of Buying Power; further 
reproduction not licensed. 
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WORCESTER, MASSACHUSETTS 
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MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 
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Music of Month 
Club Forms; Sets 
$200,000 Budget 


Plans Sale of Albums 
Through Dealers 
Who Join in Plan 


CHICAGO—A new company an- 
nounced last week that it will be- 
gin immediately a new applica- | 
tion of an old merchandising 
method, backed by a $200,000 ad- 
vertising budget for newspapers, | 
direct mail and radio in the next 
90 days. 

The company is Music of the 
Month Club, which will sell record 
albums in much the same way 
that the Book-of-the-Month Club 
peddles books. An agency will be 
named within a few weeks, al- 
though the first newspaper ads 
are being placed direct, the com- 


pany said. 
Full-page ads, in color where 
available, will break in news- 


papers throughout Wisconsin this 
week, in Illinois (except Chicago) 
Aug. 18-19 and in Indiana, Michi- 
gan, Ohio and parts of Iowa and 
Minnesota shortly thereafter to in- 
troduce the new club. Distribution, 
the company said, will be ex- 
panded from the Midwest to New 
York, Pennsylvania, Texas, Okla- 
homa and Los Angeles by the first 
of the year. 


Uses Singing Commercials 


Selective (spot) radio, including 
singing commercials, will be used 
in larger cities and quarter-hour 
shows in the smaller markets. 

Advertising budgets will be set 
quarterly. Advertising and mer- 
chandising plans of the _ club, 
which has established headquarters 
here in the Michigan Square build- 
ing, 540 N. Michigan Ave., were 
announced by Berne J. Ellis, 
president, and W. Donald Dunkle, 
vice-president in charge of mer- 
chandising and advertising. 

Memberships in the club may 
be obtained by depositing $1 in 
any local store that is a member- 
ship dealer. The system works 
like this: 

When you deposit $1 the dealer 
shows you the club’s “selected” 
album of the month and four al- 
ternate albums. You may order 
any of these and they will be 
shipped to your home from the 
Chicago headquarters. When you 
have purchased five albums, you 
will receive a dividend or bonus 
album of your choice. Your de- 
posit is refunded upon purchase 
of the fifth album. 


96 Dealers Per Franchise 


A board of judges composed of 
five nationally recognized musi- 
cians will choose the selected and 
alternate albums each month from 
the recordings of 45 record manu- 
facturers. The selected album will 
popular music, which the club 
claims is preferred by 75% of the 
ublic, and alternates will include 
opular, classical, semi-classical, 
vallad, western, hillbilly, novelty 
nd children’s types of music. 

A monthly publication, “‘Music 
*revues,”’ will announce to mem- 
ers the selected album and al- 
ernates for each month. To pro- 
note membership, each new mem- 
er will be given a gift record. 

The club will select member- 
hip dealers through a franchise 
lan. Each franchise owner will 
yperate in an exclusive territory 
vith a population of about 200,- 
)00 where he may select up to 96 
nembership dealers among local 
‘etailers. Dealers will include de- 
partment, drug, jewelry, gift, fur- 
niture, appliance and camera 
stores, which will receive a com- 


mission on each membership. 

In the opening 90-day campaign, 
65 franchise territories will be 
opened in the Midwest, with an 
advertising expenditure of sev- 
eral thousand dollars allotted to 
each territory. Some territories 
consist of a town or county and 
others are part of a city. For in- 
stance, Milwaukee will be divided 
into four territories. 

The club will send a staff of 
merchandisers into the field to aid 
franchise owners in selecting deal- 
ers and in supplying them with 


counter displays, wall posters, 
window strips and package 
stuffers. 


Mr. Ellis said that the company 
was formed after 18 months of 


market surveys and tests to de-. 


vise “a distribution service that 
would bring leading recordings to 


every part of the country quickly | 


and economically.” It was decided 
to market albums instead of single 
records after analysis of sales re- 
ports of recording companies 


showed that sales volume of single | 


records has dropped from 240,- 
000,000 to 155,000,000 records 
since 1936 while album sales have 
skyrocketed from _ 10,000,000 to 
55,000,000 units. 

Mr. Ellis formerly was president 
of Moisture Proof Container Cor- 
poration, Los Angeles, in which 
he sold his interest two years ago. 
Mr. Dunkle previously was presi- 
dent of National Bakers Services, 
Chicago, national syndicated ad- 
vertising group. He has been in 
the syndicate field 22 years, during 
which he was associated with 
such other groups as Bakers Con- 
sulting Program and Futura, a 
banking service. 


Adds News Bureau 


General Electric X-Ray Cor- 
poration, Milwaukee, has estab- 
lished a news bureau under the 
direction of David Goodman. Mr. 
Goodman also is editor of the 
company’s external house organ, 
“General Electric X-Ray News,” 
and internal house organ, ‘‘Market 
Basket.” 


Plan Marketing Clinic 


The Industrial Advertising As- 
sociation of Southern California 
will conduct an industrial mar- 
keting clinic for the Associated 
Manufacturers of Southern Cali- 
fornia. Definite dates have not 
been set but the clinic is ex- 
pected to begin early in October 
and continue for seven weeks. 


59 


To Gray & Rogers 

Star Metal Mfg. Company, 
Philadelphia, has named Gray & 
Rogers, Philadelphia, to handle its 
advertising. Manufacturer of 
Kitchen Kow, a machine which 
produces milk and cream from 
powdered milk, Star Metal plans 
to advertise only in foreign pub- 
lications. 


the record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY 


FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY 


BUSINESS NEWS (inTERNATIONAL) 
BUSINESS NEWS (NaTIONAL) 


INDUSTRY'S TRAFFIC LIGH 


With the help of vital spot news in the Journals of Commerce, 
executives make their stop-or-go decisions 


PLans for production, selling and buy- 
ing must be made in the light of current 
facts. Often today’s facts create tomor- 


row’s trends. 


That is why, each morning, 200,000 
business and industrial executives scan 
their Journal of Commerce, interpret the 
facts and make decisions to meet indi- 


cated conditions. 


For these men of top management, the 
Journals of Commerce spotlight all the 
significant news for business and industry. 
These complete daily business newspapers 
are edited solely for business, industrial and 
financial interests. Spot dispatches from a 
world-wide staff and exclusive business- 
angled news features, funneled down to 
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the specific interests of management ex- 
ecutives. And to these executives the 
Journals of Commerce bring the day’s 
most vital news. 


No other source of business news is as 
complete and authentic as the Journals of 
Commerce, the daily newspapers that 
serve as industry’s traffic light. 


Do you advertise a business product or service? A commercial 
or industrial commodity? A consumer product with a top- 
income market? Have you securities to sell in a market that 
has capital to invest? Do you have an institutional message 
for top management ? 

Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men 


who DECIDE... in the dailies that HELP them decide. 


TOP MANAGEMENT’S GOOD RIGHT HAND 
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Remington Rand Names 
S. H. Ensinger V.P. 


S. H. Ensinger, who has 

director of advertising and a 
i licity of Reming- 
Bs ton Rand, Inc., 
i New York, for 
as the past 17 years, 
has been named 
a vice-president 
of the company. 

He joined 
Rand  Kardex 
Bureau in 1926, 
a year prior to 
the series of 
mergers of office 
equipment com- 
panies which 
culminated in 
the formation of Remington Rand. 


Mi litary Ad 


| (Continued from Page 1) 
| tracts. 


| ing the cost principles the pro- 
| tests from the advertising world 
|created dismay, and not a little 
anger. A _ feeling prevails that 
many of those writing in are ask- 
ing for something which they do 
not understand; and that the pro- 
tests generally have been stimu- 
lated by trade association execu- 
tives who are not themselves en- 
tirely clear on the subject. 


Claim Few Changes 


In its exchange of questions, for 
example, ADVERTISING AGE spe- 


S. H. Ensinger 


Joins Hoefer, Dieterich 
Peter Lo Bianco has joined the 
' art staff of Hoefer, Dieterich & 


it has ever been possible for con- 
tractors engaged _ entirely or 
largely in national defense work | 


Brown, San Francisco agency. 
to charge institutional advertising} | 
other than advertising in trade | 


ok S | ‘and technical publications, as 


OB her costs in their contracts. 


The Navy answer was: 
ADVERTISING BUY ‘eo far as we know, under 
IN THE DIESEL FIELD 
have entered the discussions re- 


type contracts.” 
|flect a belief that the revised cost 
rules, specifically declaring adver- 
|tising inadmissible, may lead to 
| further steps elsewhere in the 
|government, particularly in the 
(‘Bureau of Internal Revenue, 
against advertising as a business 
cost. 

Some of the media people say 
they would be satisfied if the 
audit rules merely made no men- 


“THE PAYROLLS 
GITTIN BIGGER, 


SUSIE!’ 


“Not 
cost 


2 WEST 45th STREET 
NEW YORK 19, N. ¥ 


T srovcuovur North 
Dakota, farming is BIG BUS- 


INESS. 81.4% of North 

Dakota farms have tractors “ww 
(against 34.2% for U.S.) — 

85.5°° have automobiles D 
(against 62.0° for U.S.) — 


average farm-products value 
is $5663 (against $3148. for 
U.S.). And Red River Valley 
farmers are definitely more 
prosperous than North 
Dakota farmers as a whole! 
In the Red River Valley. 
everybody listens to WDAY. 


FARGO, N. D. 


This shows up in our Fargo NBC ¢ 970 KILOCYCLES 
Hooperatings (send for 5000 WATTS 

them!) also in our mail- 

pull. On one local program 

recently, for instance, we of- 

fered a photo of the cast. FREE & PETERS, Ine. 
15,000 requests came in. Exctusiee National Represensanines 
Write us—or phone Free & 

Peters —or ask your local 


representative! 


cifically asked the Navy whether | 


Many of the media people who | 


Cost Action 


Clarified i in Note to AA 


tion of advertising, in preference 
to the language of the June 22) 


| Among service auditors prepar- draft declaring advertising, other | 


than classified and help wanted | 
|advertising, as inadmissible. 


The auditing group insists, how- in the questions which you have 


ever, that the ruling on advertis- 
ing must be made for the infor- 
mation of contracting officers. 
They point out that the existing 
“Green Book” used throughout 


states flatly: 
advertising is an inadmissible 
item of cost, on the reasoning that 
advertising is not required in 
order to do business with the 
government.” 

The Navy “Green Book” made 
an exception for trade and tech- 
nical advertising, other than prod- 
uct copy, on the assumption that 
| the trade and technical press must 
| be supported in order to dissemi- 
|nate “know how” information. But 
‘in practice, this Navy concession 
|to advertising was overruled by 
‘the comptroller general, who 
ruled that nothing may be con- 
sidered a cost unless it is essen- 
tial to the completion of the con- 
tract. 


Final Action Delayed 


Though the revised rules were 
'to be completed by July 1, the 
final draft has been delayed, 
largely because of the arguments 
over advertising. Latest word in- 
dicates some feeling within the 
services that trade and technical 
advertising should be restored, but | 
there is no agreement on this 
point. At this writing there ap- 
pears to be no possibility that the 
auditors will go beyond trade and 


One of the factors which has 
greatly weakened the case for ad- 
vertising as a cost is the fact that 
the protests have come almost ex- 
clusively from media _ people, 
rather 


who would appear to have the 
prime interest in the arrange- 
ment. 


Service auditors privately con- 
cede that some hardship might re- 
sult to a firm converted exclu- 
sively to military work while its 
competitors are left in the normal 
civilian markets, but they say they 
find it hard to visualize instances 
of such situations, even in war- 
time. 


Competitive Bids Not Hit 


In their talks with the delega- 
tions from the publishing and ad- 
vertising world, the service audi- 
tors point out that these cost rules 
are not applicable to competitive 
bid fixed price contracts, the 
great bulk of military procure- 
ment. 

Goods, comprising many brand 
vame products, and other conven- 
tional consumer and _ industrial 
products, are purchased on a bid 
basis without analysis of cost fac- 
tors. 

The cost rules are used 
pricing cost-plus-fixed-fee, and 
negotiated fixed-price contracts. In 
practice these contracts are con- 
fined largely to research and pio- 


neer production work. In the case | 


of negotiated fixed-price contracts, 
the cost principles are merely ad- 
visory, with the contracting offi- 
cer retaining authority to adjust 
them as the individual company 
situation requires. 


Text of Navy Statement 


The following statement by the 
Navy was provided in writing to 
the Washington editor of ADVER- 
TISING AGE. It cannot be called 
“official” because it has not been 
cleared through release channels, 
and for the same reason no sig- 
nature has been appended to it 


|paragraph 21 (G), 
| tising as an inadmissible cost ex- 
|cept help wanted advertising and 


than from the contractors | 


in | 


here: 

| “This is in reply to your letter | 
| of July 21, 1948. It is noted that | 
ee publication is anxious to 
joo an explanation of the steps | 


|that are under way to revise the | 


‘Green Book’ with particular ref- 
erence to advertising and in that 
conne 
list of suggested questions, the an- 
swers to which you feel may serve 
|to clarify the situation. 

“It appears that some changes 


submitted would be desirable and 
these changes have, accordingly, 
been made. The revised list of 
questions and the answers thereto 


the war by the Navy Department are set forth below: 


“As a general rule | 


“(1) Who prepared the 22 June 
1948 draft of the statement of 
contract cost principles which, in 
shows adver- 


required legal notices? 

“Answer: The 22 June 1948 
draft of the statement of contract 
cost principles was prepared 
|under the supervision of the Joint 
Army-Navy Audit Coordination 
Committee. The committee in- 


| cludes representatives of the three 


departments comprising the na- 


tional military establishment. 
What’s the Difference? 


*(2) In what respect does the 
provision in the draft of the state- 
ment of contract cost principles, 
as shown referred to relating to 
advertising, differ from former 
cost determination guides, that is: 

“(a) The ‘Explanation of Prin- 
ciples for Determination of Costs 
Under Government Contracts’ 
published in April 1942, known as | 
the ‘Green Book’, and (b) Treas- | 


ury Decision 5000 (T.D. 5000) |Oats Company of Canada, Peter- 


and its predecessors? 
“Answer: 


under cost-type contracts 


advertising. The Green _ Book, | 


ction you have submitted a | 
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not be answered categorically q 
this time; however, we expect tiia 
‘they will not be applicable 
/competitive bid fixed-price con 
| tracts. 

“(3) Has it been possible in thd 
past for contractors engaged en 


'tirely or largely in national de 


'Cost Accountants, 


This answer relates ito his Old Orchard Farm in Peter- 
'to the consideration of advertis- | borough. 
| ing 


technical publications—if that far. | only. T. D. 5000 does not mention |Stqndard Outdoor Moves 


fense work to charge institutiona 
advertising other than advertising 
in trade and technical publica 
tions, as cost in their contracts? 
“Answer: So far as we knoy 
not under cost-type contracts. 
“(5) Have industry member 
had opportunity to examine an 
discuss these proposals? 
“Answer: The 22 June 194§ 
draft of the statement of contrac 
cost principles was disseminated 
rather widely to industrial and ac 
counting organizations. Among 
others, they were sent to the Na 


' tional Association of Manufactur 


ers, Aircraft Industries Associa 
tion, American Ordnance Asso 
ciation, American Institute of Ac- 
countants, National Association 0 
and the Con- 
trollers Institute of America. 

“(6) What steps remain befor 
the revised rules are adopted? 

“Answer: The Joint Army 
Navy Audit Coordination Commit 
tee has been requested to submi 
its recommendations, together with 
the comments which have bee 
received from industrial and ac 
counting organizations, to the pro 
curement policy council of 
Munitions Board. We cannot com 
ment on the action which may b 
taken by the procurement polict 
council,” 


Quits Quaker Oats 


John Stuart Jr. has resigned as 
advertising manager of Quaker 


borough, Ont., to devote his time 


Standard Outdoor Advertising 


paragraph 51, states that ‘as a gen- |\Company has moved its headquar- 


quired in order to do business 
with the government.’ Exception 
is made in the same paragraph to 
allow advertising in trade and 
technical journals because they 
were regarded as of value for the 
dissemination of technical infor- 
mation in the industry. Product 
advertising in trade ana technical 
journals or elsewhere was not al- 
lowed. It may be of interest to 
note also that in 1936 Treasury 
Decision 4723 was issued which 
included in article 8(T)(2) the 
following: ‘Among the items which 
shall not be included as a part of 
the cost of performing a contract 
or subcontract or considered in de- 
termining such cost ... advertis-— 
mg...’ 
Applies to Cost-Plus 

“(3) What is the intended use 
of the statement of contract cost 
principles? 

“Answer: This is expected to 
receive consideration by the pro- 
curement policy council and can- 


jeral rule advertising is an inad-|ters from 
| missible item of cost, on the rea- 
|soning that advertising is not re- 


the Hotel Shelton t 


'444 Madison Ave., New York. 


GB that are ] sT 


1. CROSS COUNTRY NEWS 


An aviation eo de- 
voted to private 


reaches over |/3 of alr- 
rts in the U. S . clreu- 
ation, 8,652. 
2. THE MAILBOX 
A direct mail advertisin 
dium devoted to the farme 


. « « reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 
A direct mail advertising me 
dium devoted to the urber 
families of the great south 

plains of West Texas . 

reaches over 28,000 town and 

city homes. 


FOR RATES AND INFORMATION 
WRITE TO 


M. I. HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, 
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This is the dominant 
publication serving an|. 
industry selling over 
$50,000,000 worth 
of parts and mainte-|: 


ally to the U. S. public. 


Write for market data 


232 Madison Ave. 


LExington 2-4566 
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Advertising Age, August 9, 1948 
(ard Newest, Langest Airport Chioase: 


SUL A) A: i Mi Mt ! 


IDLEWILD CHOOSES BULOVA —In 
this ad which appeared July 30 in the 
New York Herald Tribune, Mirror, News 
and Times, Bulova Watch Co. an- 
nounces it is now the official timepiece 
of all three New York airports, Idle- 
wild, La Guardia and Newark, N. J. 
The agency is the Biow Co., New York. 


loves 


Honduras, 


Likes U. S. Better, 
Export Group Says 


But Enough Feeling | 
Exists to Warrant | 
Campaigns There | 


four to one, Latin 
Americans have answered “No” 
to the question, “Do you think 
here is any anti-U. S. feeling 
prevalent in your country?” 

But by a two to one margin the 
atin Americans believed that 
anti-U: S. feeling “exists to such 
an extent that the U. S. should 
make an effort to correct it.” 

This was the response to two of 
17 questions asked by members of 
Export Advertising Association of 


friends and business associates in 
all 20 of these countries (and in | 
Italy). 

The committee in charge of the | 
survey—G. Allen Reeder of Car- | 
stairs Bros. Distilling Company, | 
chairman; Henry R. Webel of | 
G. M. Basford Company, and | 
Arthur A. Kron, Gotham Adver- | 
tising Company—urged that the | 
recipients be “persons you know” | 
who are “big enough in education 
and outlook to give you an honest 
answer.” 

Many of the 1,000 recipients 
were Latin American business as- 
sociates or customers of EAA 
members, and publishers. A total 
of 121 replied. 


Talk Led to Study 


The survey, Mr. Reeder said, 
was undertaken as the result of a 
talk before the EAA last October 
by Edward Mazzucchi, then presi- 
dent of the Spanish Copywriters 
Association of New York, who re- 
ported a growing surge of anti- 
U. S. propaganda south of the Rio 
Grande. Then with Fuller & Smith 
& Ross, Mr. Mazzucchi is now a 
consultant to Yeung & Rubicam. 
Replies were received from all 

countries—the largest number 
coming in order, from Brazil, Co- | 
lombia, Mexico and Argentina, 
and the smallest, one each, from 
Dominican Republic, 
Polivia and Italy. 

Among the findings: 

The labor situation has become 
more agitated in all these coun- 


oF 
< 


tries since the end of World War 


If, due primarily to communist 


égitation, and to some extent to 
tie mounting cost of living. By a. 
margin of five to one the Latin 
Americans said that wages have. 


not kept pace with cost of living. 

By a slight majority—55 to 47 
—they reported that the United 
States was purchasing less in their 
countries since the war. Russia, 
on the other hand, was reported— 
24 to 21—tto be buying more there. 
But although 19 said their coun- 
tries were engaged in trade with 


ithe U. S., only 10 were reported to 


be trading with Russia. 


Approve of U. 8S. Aid 


The repliers, by a four to one 
margin, believed their people fav- 
ored the Marshall plan (not yet 
in effect for Latin America). By 
a nearly two to one margin local 
opinion was said to be “unen- 
thusiastic’” about the United Na- 
tions—and yet nearly four to one 


thought the U. N. “effective.” 
Sixty-four to 44 reported ‘com- 
munist leaders in command of} 


local unions.” 


Criticism of the U. S. was found | 


in various forms—including “mass 
speeches,” newspapers, magazines, 
posters, pamphlets and outdoor 


signs—but in each case about 
twice as many noted “very little” 
criticism as said “very much.” 

Only three gave specific reasons 
for resentment against this coun- 
itry. The reasons were “jealousy,” 
\““Yankee imperialism,” and “wrong 
idea about our people and cul- 
| ture.” 


Appoints Fleming 

C. R. Fleming, formerly with 
Maynard Boyce, Los Angeles, has 
been named district manager of 
the central division of National 
Transitads, effective Aug. 15. 
Making his headquarters in Cin- 
cinnati, he will supervise sales in 
|Louisville, Cincinnati, Akron, 
Youngstown, East Liverpool and 
Steubenville, O., and Sharon and 
New Castle, Pa. 


Lederer to Englander 


Fred Lederer has joined the ad- 
|vertising department of the Eng- 
lander Company, Chicago, where 
he will be in charge of public re- 
lations. He also will work in pro- 
|duction and merchandising. 


Orange-Crush 
Starts Contest 


Cuicaco—Three hundred eighty 
cash prizes totaling $16,500 are 
being offered in Orange-Crush 
Company’s seven-week “I like 
Orange-Crush because . * con- 
test. 

Contest rules require contestants 
to enclose a bottle cap with their 
entries, and also to copy the label 
wording on the reverse side of 
the soft drink bottles. 

Newspaper copy up to 600 lines, 
radio spot announcements and 
point-of-sale materials are being 
used to merchandise the contest. 

Ruthrauff & Ryan is the agency. 


Boosts French Edition 


The French rate base of the In- 
ternational True Story Group will 
be increased from 400,000 to 650,- 


000 copies per week. Macfadden 
Publications International Cor- 
poration, New York, announces 


|the French edition of the group| 


has been increasing through last 
spring and for the past month has 
had a net sale above the 650,000 
mark. 


Russell to Hillman 


Robert Russell, former western 
manager of Adam J. Young Jr., 
Inc., New York, has been ap- 
pointed western advertising man- 
ager in charge of the Chicago of- 
fice of Hillman Periodicals, New 
York. 


I specialize in writing effec- 
tive advertising copy. My 
famous research library is a 
treasure-house of new ideas 
for adding human interest to 
your product or your service. 


a Alexander 
McQueen 


$222 N. LAKEWOOD 


RSM ARA CHICAGO 40 


the reader what he 


see—a “looking glass” that mirrors 


the local scene. 


No “Wonder-land,” but eight 
in the form of 
eight magazines each tailor-edited 
for its own readers. 


Why go to all this trouble? Be- 
cause we believe that people are 
just naturally interested most in 


“Wonder-media”’ 


persons, places and 


closest to them; and because we 
believe it is worthwhile to us and 
to you the advertiser to give them 
what they want: pictures, stories 
and articles centering around the 
reader’s own hometown and state. 


Result? Leadership 


, and a sound advertising buy. 


te. a “looking glass” that shows 


most wants to 


events that are 


in readership 


LOCALLY-EDITED’ 


Locally Edited for READER PARTICIPATION 


This definition of 
cipation”™’ 


convention, June, 


2, Kentucky 


For further information about the 
Locally Edited Gravure Magazines and 
their markets contact any of the following 
Branham Company, Jann 
& Kelley, John Budd Company, Kelly- 
O'Mara & Ormsbee, 
Sawyer-Ferguson-Walker Company. 


Representatives : 


Smith Company, 


* 


“Reader Parti- 
is from an address by 
Charles E. Branham at the N.A.E. 
1948. A copy of the 
complete address is yours for the asking. 
Write Locally Edited Group, 


GRAVURE MAGAZINES 


Atlanta Journal 


Houston Chronicle 


Louisville Indianapolis Star 


Columbus Dispatch 


Louisville Courier-Journal 

The Nashville Tennessean 

New Orleans Times-Picayune-States 
San Antonio Express 
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EDWARD HOFFMAN 

Sr. Paut, Minn.—Edward Hoff- 
man, 50, president of Station 
WMIN and owner of the Edward 
Hoffman Furniture Company, died 
of a heart attack at his summer 
home near White Bear Lake here. 
Mr. Hoffman headed and founded 
WMIN in 1936. 


WILLIAM H. GANNETT 
Avucusta, Me.—Funeral services 
were held here Aug. 2 for William 
H. Gannett, 94, retired publisher 
who died July 30. He was the 
father of Guy P. Gannett, pub- 
lisher of the Press Herald, Eve- 
ning Express and Sunday Tele- 
gram, Portland, Me.; the Sentinel, 


Addressed, gummed, perforated labels 


6,000 TAXICAB FLEET OPERATIONS 
991%4% accurate. $7 per 1,000. 
Sample 1,000 $12. 

25% with order. Balance C.O.D. 
The Taxicab Operator Magazine 


1737 Howard St., Chicago 26, Ill. 
AMBassador 1319 


Waterville, Me.; the Journal, Ken- 
nebuc, Me., and operator of sta- 
tions WGAN, Portland, and 
| wGUY, Bangor. 

William Gannett established the 
magazine Comfort in 1888, which 
was said to have been the first 
publication to achieve a circula- 
tion in excess of 1,000,000. 


|FRANK J. O'BRIEN 
MitwavuKkee—Frank J. O’Brien, 
70, vice-president in charge of 


for more than 35 years. He en- 
tered newspaper work as a re-| 
porter on the Brooklyn Citizen. 
He joined the Hearst chain by 
way of the Boston American and 
was subsequently transferred to 
the New York American. His work 
as an intelligence officer in World 
War I brought him a citation. Col. 
| Willicombe had been living in 
'semi-retirement at his Carmel | 
Valley ranch for the past several 
years. 


sales of Globe Steel Tubes Com- / ELLIS CHANEY SR 


pany, died July 29. Before joining 
Globe in 1910 he had been assist- 
ant sales manager of the Pullman 
|Company and vice-president of 
Kirby Equipment Company, Chi- 
cago. 


COL. JOS. WILLICOMBE SR. 


Monterey, Cat. — Col. Joseph | 
| Saeeeenne Sr., 75, executive as- 
sistant to William Randolph 
|Hearst, died July 31 at his home 
in Carmel Valley. Col. Willicombe 
was with the Hearst newspapers 


| York, 


San ANTONIO—Ellis Chaney Sr., 
63, Texas radio pioneer and /§ 
founder of Station WOATI here, 
died July 25. Mr. Chaney also 
was vice-president of Southland 
Industries. 


| Butterick to Spadea 


Butterick Patterns, New York, 
has appointed Spadea, Inc., New| 
to handle its advertising. | 
The account was previously han- 
dled by Irving Serwer Advertis- 
ing, New York. 


National Comics 
Starts PR Effort 
with ‘Post’ Ads 


New YorK—Declaring flatly that 
comics magazines are a major 
moral force and differentiating 
sharply between National Comics 
and some other unnamed publish- 
ers, National will begin an adver- 
tising campaign in The Saturday 
Evening Post Aug. 14. 

Headlined, “A million young 
people will be better citizens . 
because of a comics magazine 
character,” the ad traces the influ- 
ence of Superman upon readers, 
but says forthrightly: “As pub- 


llishers of one of the largest 


groups of comic magazines, we 
cannot pretend to defend the con- 
tent of all comics magazines. But 


| whenever the requisite restrictions 


Advertising Age, August 9, 1948 


|in publisning for the young auc i- 
ence are not faithfully observed, 
the magazines warrant criticism.” 

In conversation, National Corn- 
lies executives declare that the 
Post series—which will run 
monthly “until we have nothing 
more to say’’—is not inspired by 
the current pressure from civic 
/and educational authorities cy 
comics books. 

National several years ago cre- 
‘ated an editorial board, which 
currently consists of Josette 
Frank, consultant on children’s 
reading, Child Study Association 
of America; Dr. Lauretta Bender, 
associate professor of psychiatry, 
|New York University; Dr. W. W. 
Sones, professor of education. 


‘| University of Pittsburgh; and Dr. 


S. Harcourt Peppard, acting direc- 
tor, Child Guidance Bureau, City 
of New York. 

The Post copy also points up 
comics’ basic morality: “The com- 
ics magazine, because of the young 
audience, must adhere closely to 
the child’s code . . . distinguishing 


More than 


These are big cities, with huge manufacturing facilities, but their 
entire production of ALL manufactured goods does not equal in value 
Detroit's non-automotive production alone! In 1948, it is expected 
that Detroit's non-automotive production will exceed three 
billion dollars in value—and we're NOT talking about automobiles, 

which in itself is expected to top four billion dollars! Is Detroit a 


Top medium in this top market is The Detroit News. The News 


good market for the sale 


of goods? 


not only has, by far, the largest trading area circulation of any Detroit 


paper, but it reaches 65% of Detroit's car owners, 64% of the home 


owners, 63% of the total income. Through The Detroit News alone, you 


can effectively and economically reach the buying power of this 


432,089—largest weekday circulation ever 


multi-billion dollar market! 


reached by any Michigan newspaper 


554,187—highest Sunday circulation in Detroit 


News history. 


A.B.C. figures for 6 months period ending March 31, 1948 


National Representatives. Dan A. Carroll, 110 E. 42nd St., New York 17—The John E. Lutz Co., Tribune Tower, Chicago 11 


Owners and Operators of Radio Stations WWJ, WWJ-FM. WWIJ-TV 


clearly between right and wrong, 
never leave the issue in doubt. In 
the conventional comics magazine 
story, the good win and the bad 
lose, virtue is vindicated, and the 
evil doer vanquished—before the 
|story ends.” 

National’s only brush with civie 
authorities came in the first rush 
of comic book seizure in Detroit. 
when “Gangbusters” (from the 
radio show of the same name) 
was removed from the stands, and 
restored a couple of days later. 


Competition Causing Furor? 


What caused the recent furor 
|over comics books? There seems 
to be no definite answer, but logic 
|points to stiff newsstand competi- 
tion. 
| On Jan. 1, 1945, there were 149 
titles of comics books distributed 
nationally; on July 1, 1948, there 
were 296. While the business was 
mushrooming into a_ 60,000,000 
monthly circulation, the competi- 
tion for the dime at the newsstand 
got tougher. 

Some publishers, wedged be- 
tween rising costs and increased 
competition, pulled the stops: sex, 
sadism and gore got the full treat- 
ment. “Blood in the title and 
blood on the cover,” say the com- 
ics publishers, explaining the 
sudden revulsion against comics. 

In retrospect, the war years look 
| like a bonanza in the comics field. 
|The publisher who could get the 
paper and the press capacity could 
| unload on the stands; now, with 
|competition stiffening, comics pub- 
_lishers must produce a book that 
is editorially sound—and respect- 
able in the eyes of civic authori- 
ties. 

National has launched 11 book 
|since the war’s end (it publishe 
30 titles, with a monthly circula- 
tion of 8,500,000 to 9,000,000), and 
two have a detective theme: 
|“Gangbusters” and “Mr. District 
Attorney,” both radio-inspired. 
| Ad Sales Rising 

While National knows that mos' 
of its purchasers are juveniles, i 
has some interesting data on the 
‘composition of the comics audi- 
lence. In Dayton, Stewart, Dou- 
gall & Associates found that 84% 
‘of all people between 8 and 20 
' years of age are comics readers, 
43% of all people over 8 yéars 
‘are comics readers, and 50% of 
the families contain a comics 
reader. 

Similarly, the medium is carry- 
\ing more advertising. National 
| will bill about $850,000 in 1948 (in 
1943 it carried virtually no na- 
tional advertising); its November 
/issue, which has just closed, packs 
‘a gross billing of $100,000. Other 
publishers are showing similar 
promising reports. 

Besides the Post, National will 
probably use similar copy in 
magazines in the educational field. 
| Leo McGivena & Co. is the agency. 
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Proposed Rule 
on Lottery Might 
Bar All Giveaways 


(Continued from Page 1) 
tne “Dollars for Answers” pro- 
gram broadcast by “timekeepers” 
on WARL, Arlington, Va., violates 


Last Minute News Flashes 


PRINCETON, N. J.—A new firm to be known as Gallup and Robin- 


|son, to specialize in the measurement of advertising effectiveness, 
| has been formed by Dr. George Gallup, director of the Gallup Poll, 


and Dr. Claude Robinson, president of Opinion Research Corp. Chief 
research tools of the new firm will be the new “Impact” methods of 


measuring penetration of sales messages. 


Square, Princeton. Both partners 


Offices will be in Palmer 
will continue as heads of the or- 


| ganizations with which they are now associated. 


| 


New Easy Spindrier Gets 


SyracusE—Easy Washing Machine Corporation has scheduled 


Big Push 


11 


sections of the Communications| consumer magazines, four business papers and 225 newspapers to 


Act prohibiting lotteries and gift 
enterprises. 

2. The commission 
proposed rule under the Com- 
munications Act classifying as a 
lottery and gift enterprise any 
program on which a prize con- 
sisting of money or things of value 
is awarded to any person whose 
selection is dependent in any man- 
ner upon lot or chance if as a con- 
dition of winning such a prize: 

(a) 


product sold, manufactured, fur- 
nished, or distributed by a spon- 
sor of a program broadcast on the 
station in question; or 

(b) “Such winner or winners 
are required to be listening to or 
viewing the program in question 
on a television receiver; or 


Other Provisions 


(c) “Such winner or winners 
are required to answer correctly 
a question, the answer to which 
is given on a program broadcast 
over the station in question or 
where aid to answering the ques- 
tion correctly is given on a pro- 
gram broadcast over the station 


introduce a new Easy Spindrier 


| copy broke in a two-color spread 
Batten, Barton, Durstine & Osborn. 


issued a/| 


“Such winner or winners | 
are required to furnish any money | 
or thing of value or are required | 
to have in their possession any | 


Westinghouse to Promote 


MANSFIELD, O.— The appliance 


with automatic spin-rinse. First 
in the Aug. 7 SEP. The agency is 


Electric Sheet 


division of Westinghouse Electric 


Corp. will introduce an electric sheet this fall to sell for $29.95 with 
ads in 116 newspapers and Better Homes & Gardens, Collier’s, Ladies’ 
Home Journal, Life, Newsweek, Parade, The American Weekly, The | 
Saturday Evening Post, This Week, and Time. 


The Westinghouse 


“Ted Malone” program on the American Broadcasting Company will 


| also promote the sheet. 
Cleveland. 


San FrRANcisco—L. J. Hannah, 
here, has resigned, effective Sept. 


joining Biow. 
| to succeed him. 


The agency 


is Fuller & Smith & Ross, 


Hannah Leaves Biow Company 


manager of Biow Company’s office 
1. Mr. Hannah was formerly wit 


J. Walter Thompson Company, and operated his own agency before 
In New York, Biow said no one had so far been named 


National Magazines to Be Used for ‘Cover Mark’ 


New YorK—Lydia O'Leary, 


Inc., 


maker of “Cover Mark,” has 


scheduled a national magazine campaign for its cosmetics line this 


fall. 
teen and Today’s Woman. 


The list includes Calling All Girls, Good Housekeeping, Seven- 
Jasper, Lynch & Fishel will handle the 


drive, which will be supplemented by department store newspaper 


copy. 


Sheldon Named Geyer-Newell Vice-President 
New YorK—John H. Sheldon, assistant to R. M. Ganger, partner of 
Geyer, Newell & Ganger, New York, since 1947, has been elected a 


vice-president of the agency. 
Ganger as an 


Mr 
account executive 


. Sheldon came to Geyer, Newell & 


in 1944 from Detroit, where he 


served as account executive and copywriter with Ruthrauff & Ryan. 


in question. For the purposes of | 


this provision the broadcasting of 
the question to be answered over 
the radio station on a previous 
program will be considered as an 
aid in answering the question cor- 
rectly; or 

(d) “Such winner or winners 
are required to answer the phone 
or write a letter if the phone con- 
versation or contents of the letter 
(or the substance thereof) are 
broadcast by the station.” 

WARL’s “Dollars for Answers” 
program utilized the common for- 
mat for telephone quizzes. 

Telephone calls were made at 
regular intervals throughout the 


day. The question and acceptable | 
If | 


answer were read on the air. 
the listener was able to provide 
the acceptable answer, he received 
a cash prize. 


Money Programs Increasing 


In ruling the program a lottery, 
the commission’s examiner wrote: 

“Admittedly possessing the prize 
and chance element; admittedly 
intended to capture and hold the 
attention of the potential listening 
audience by reason of the money 
prize award which can be ob- 
tained only by those favored by 
lot, ‘Dollars for Answers’ is a con- 
templated appeal to the human 


speculative proclivity, the gam- 
bling spirit. 
“The appeal is _ intentionally 


made for the purpose of securing 
gain to the respondent, viz, an in- 
creased radio property value.” 

FCC said its other action, the 
proposal of a rule outlining the 
factors identifying a lottery pro- 
gram, stems directly from the 
growing number of money pro- 
grams on the air. 

The commission conceded that 
‘no one rule or set of rules can 
cover the almost infinite number 
of varieties of program formats 
bordering on illegal lotteries or 
gift enterprises.” 

It explained that the legality of 
a particular program necessarily 
depends on the facts in each case, 
but that “it is believed the pro- 
posed rule will be of aid and as- 
sistance to licensees in determin- 
ing whether a given program falls 


Hunt Foods Starts Big Push for Peaches 


Los ANGELES—Hunt Foods, Inc., 


will launch its first major national 


advertising for canned peaches with six full-page color insertions in 
Life, beginning Aug. 16. Ads will be price-competitive and point out 
how Hunt prices are counter to inflationary trends. 


Harvester Names McCann-Erickson for Foreign 
Cuicaco—lInternational Harvester Export Co. has appointed Mc- 
Cann-Erickson to handle overseas advertising on all product lines. 


Transfer of the account from J. 
Oct. 31. IH export advertising 


Roland Kay, Inc., will be effective 


is handled by the Merchandising 


Services Department, foreign operations, of which Fitzhugh Granger 


is Manager. 


J. W. Banta directs publication advertising and publicity. 


Schwartz and Ziegfeld Named V.P.s of FC&B 
Cuicaco—Milton H. Schwartz, director of radio copy in the Chi- 
cago office of Foote, Cone & Belding, and William K. Ziegfeld, in 


charge of printed copy for a group of Chicago accounts, have been 
named vice-presidents of the agency. 


within the type of program speci- 
fied by the proposed rules as a 
lottery, gift enterprise or similar 
scheme.” 

Interested industry members 
have until Sept. 10 to register 
comments with the commission. 
A public hearing may be held if 
“it appears warranted.” 

WARL also will be allowed a 
further opportunity to reply to the 
ruling on “Dollars for Answers.” 


Video Messages 
Designed to Sell 
Tavern Owners 


New YorK—Valmart Equip- 
ment Distributors and the Maxson 
Food System consider bar and tav- 
ern operators an important enough 
segment of the television audience 
to rate a special selling message. 

The companies—the former di- 
rect and the latter through Tracy, 
Kent & Co.—have bought a five- 
minute weekly telecast over 
WABD, DuMont’s key _ station, 
starting Aug. 4. Dennis James will 
emcee the show, which is called 
“Neatest Trick of the Week.” 

Commercial announce - 
ments, plugging deep freeze units 
(Valmart) and a variety of frozen 
|foods (Maxson) will be directed 
| specifically toward restaurateurs 
‘and tavern owners. The program 
'will be teletranscribed. 


Andrews Advanced 

G. D. Andrews, advertising and 
sales promotion manager, has 
been named to a newly created 
position of assistant general sales 
manager of Dearborn Motors Cor- 
poration, Detroit. James F. Pedder, 
formerly vice-president and ac- 
count executive of Meldrum & 
Fewsmith, Cleveland and Detroit 
agency, has been appointed to suc- 
ceed Mr. Andrews as advertising 
and sales promotion manager. 


West Transiowsed 


C. John West, who has been 
with the Toronto and Montreal of- 


| 


3 Seek Stone's 
Gallup and Robinson Join in New Research Firm Post as Audit 


Bureau Director 


Cuicaco — By the end of last 
week, at least three candidates 
were “in the running” for the 
position on the board of directors 
of the Audit Bureau of Circula- 
tions to be vacated this fall by the 
retirement of Fred Stone of Par- 
ents’ Magazine. 

The three candidates most fre- 
quently mentioned are Benjamin 
Allen, president of Curtis Circula- 
tion Company and vice-president 


of Curtis Publishing Company; 
Allen E. Norman, secretary of 
Fawcett Publications, Inc., and 


Francis Pratt, circulation manager 
of Time and Life. 
Mr. Stone, one of 


the two 


magazine representatives on the) 


board, has held the post continu- 
ously since 1914, when the ABC 
was organized. At that time he 
was circulation manager of the 
Review of Reviews. He had an- 
nounced that while he was not 
resigning, he would not stand for 
reelection in the fall. 

Following Mr. Stone’s declara- 
tion, Phillips Wyman of McCall 
Corporation, the other magazine 
director, sent letters to ABC 
magazine members requesting that 


nominations for the post be sent to | 


him as soon as possible. 

He said that he would then tally 
the score and send a report on the 
most popular names to the maga- 
zine members, so that they, in 
turn, could send him proxies if 
they wished to do so. 

The purpose of Mr. Wyman’s 
proposal, he said, was to avoid the 
ill-will too often generated by 
over-enthusiastic electioneering. 


Reydel Heads 4A’s 
Consumer Group 


New YorK—William Reydel, a 
partner of Newell-Emmett Com- 
pany, New York, has been named 
chairman of the new committee 
on government, educator and con- 
sumer relations formed by the 
American Association of Advertis- 
ing Agencies. 

Mr. Reydel is also 
man and director of the Advertis- 
ing Council, director of the Com- 
mittee on Consumer Relations in 
Advertising, and former chairman 
of the Four 
tors. Vice-chairman of the new 
committee is A. W. Seiler, presi- 
dent of Cramer-Krasselt Company, 
Milwaukee. 


Others serving on the committee | 


are: William E. Berchtold, Foote, 
Cone & Belding; Allen L. Billings- 
ley, Fuller & Smith & Ross; Sam 
Fuson, Kudner Agency; Charles F. 
Gannon, Benton & Bowles; H. V. 
Grohmann, Needham & Groh- 
mann; Henry H. Haupt, Batten, 
Barton, Durstine & Osborn; Otto 
Kleppner, Kleppner Company; 
Warren E. Kraft, Honig - Cooper 
Company; E. T. Morris, Meldrum 
& Fewsmith; Carl B. Robbins, Mc- 


fices of the Canadian Advertising Cann-Erickson; Charles L. Rum- 


has been transferred to 
the agency’s Vancouver office, 
|where he will be in charge of 

research and merchan- 


Agency, 


market 
dising. 


CBS Net Income Off 


Net income of Columbia Broad- 
casting System, Inc., for the first 
half of 1948 was $2,288,237 com- 
pared with $2,919,507 for the cor- 
responding period in 1947. CBS 
grossed $48,816,986 the first half 
of the year—a sizable drop from 
the 1947 figure of $51,411,368. 


Texaco Stars in Video 


The Texaco Star Theater ranked 
first with video audiences in New 
York in July, according to C. E. 
Hooper, Inc. The hour-long vaude- 
ville show, heard over 
' (NBC), scored 40.5. 


rill, Charles L. Rumrill & Co.; 
E. F. Thomas, Geyer, Newell & 
Ganger; Wilbur VanSant, Van- 


Sant, Dugdale & Co.; C. L. Whit- 
tier, Young & Rubicam; and Enno 
D. Winius, Winius-Drescher-Bran- 
don. 

Richard L. Scheidker,  vice- 
president of the Four A’s, is com- 
mittee secretary. 


Jackson Joins St. Regis 


Norton B. Jackson, former ad- 
vertising manager of the Ameri- 
can Can Company, has been ap- 
pointed advertising manager of 
St. Regis Sales Corporation, sub- 
sidiary of St. Regis Paper Com- 
pany, New York. Prior to his as- 
sociation with American Can, Mr. 
Jackson was advertising manager 


WNBT of Thatcher Glass Mfg. Company, 


Elmira, N. Y. 


G-E Makes News 


in Local Papers 
with ‘House Party’ 


HOLLYwoop — Contestants who 
participate on General Electric 
Company’s “House Party” over 


CBS are given little opportunity 
to forget their big network 
moment. 

Vacationing out-of-towners re- 
turn home to find that their doings 
on the broadcast have been as 
well covered in the local papers 
as if they had taken along a per- 
sonal press agent. Their pictures, 


taken with master of ceremonies 


Art Linkletter, frequently make 
the home town dailies. 


This follow-up publicity pro- 
gram, which impresses many a 
potential General Electric cus- 


tomer, has been in effect since the 
company took over sponsorship of 
the audience participation fun fest 
in December of last year. Eight- 
by-ten photographs of the par- 
ticipants, together with a person- 
alized release on their roles on 
the broadcast, are forwarded to 
local papers, radio stations and 
dealers. 

Many dealers have built attrac- 
tive window displays around the 
photos. These exhibitions also in- 
clude a reminder that tickets for 


| the broadcast will be made avail- 


vice-chair- | 


A’s board of direc- | 


i rate per line will be 70 cents. 


| will 


able to anyone planning a trip to 
the film capital. 
Personal Cards, Too 

Pictures which the General 
Electric photographer snaps dur- 
ing the broadcast also are used 
for personal post cards. In addi- 
tion to the photograph these cards 
carry the phrase, “Greetings from 
General Electric House Party 
(CBS)” and the signature of Art 
Linkletter. 

They are forwarded to the dis- 
tributor who delivers them to the 
nearest dealer. He in turn tele- 
phones Mrs. John Doe to tell her 
he has 10 postcards which G-E 
would like to give her. The post- 
card phase of the promotion so 
far has been limited to southern 
California contestants and to per- 
sons interviewed during the show’s 
road tours. 

However, response from dealers 
and the public has been so favor- 
able that the advertiser may ex- 
tend its postcard shower to other 
areas. 


Five ABC Co-op 


Rates Reduced 


A revision of rate schedules for 
five ABC cooperative programs 
result in average savings of 
approximately 20% to sponsors. 
Broadcasts affected are Abbott & 
Costello, Town Meeting, Mr. Pres- 
ident, Gangbusters and Buddy 
Weed. 

The new charges will be based 
on a percentage of the local sta- 
tion base evening hourly rate. 
Formerly the scale was based on a 
percentage of the network even- 
ing rate. 


Powers to Launch 


Cosmetic Line in Fall 

John Robert Powers, New York, 
head of the model agency and 
charm school bearing his name, 
will introduce his own line of cos- 
metics in a city-by-city campaign 
this fall. The new line will in- 
clude a $1 lipstick, $1.50 face 
powder, fluid rouge, foundation, 
eye shadow, and a “fluid gold” 
skin care discovery. 

The company is now in the pro- 
cess of appointing an agency to 


handle the account. 
‘Standard’ Ups Rate 
Effective Jan. 1, 1949, the 


Standard, Montreal, will increase 
its advertising rates. The new 


. 
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Hiow many years 
ean a mink get by? 


Mrs. Trevier wonders. .. Also, if remodeling can make 
it last two more seasons. A new mink, with luxury tax, 
would easily cost double the $2,000 she paid in 1910, the 
last “good” year the Treviers had. Ever since, they have 
been giving up things, buying less, feeling poor. Henry is 
still senior vice-president at the bank, but with present 
prices and taxes, his salary doesn’t go very far. And his bank 
stock has paid very skimp dividends of late years. 

Last fall, she wanted to buy a beaver coat for Barbara, 
at the very select St. Soignery’s school, a fur coat is almost 
an Entrance Requirement! Henry figured for a while, 
and said grimly, “Afraid not...” Yet more women are seen 
in fur coats than ever before! So Mrs. Trevier wondered: 


..-Who does buy fur coats these days? 


Hilda H.—Finished high school the month after Pearl 
Harbor, January, ‘42, got a job with the Higgins Co. as 
assistant cashier. The cashier was called by the Army in 
"43, never came back. Hilda gets $52.50 a week, is an only 
child living at home... and blithely bought for $700, 

plus tax, the Persian lamb the Treviers couldn't afford. 


Mrs. B.—is young, childless, married in December, 45, 

on release from the Navy of her fiance—who had saved 
$4,000 in submarine service. Expert instrument repair 
man, working overtime occasionally Mr. B. gets $100 or 
more a week... wanted Mrs. B. to have a fur coat, cheerfully 
paid out $900 for the Alaskan seal she wore last winter. 


Mrs. Z.—crowding 60, and barrel-shaped ... brought up 
four boys and one girl on her husband's fattory pay ... 
The daughter is married. The husband and four sons, 

all working, turn over more than $400 a week to Mrs. Z. 
When she wanted a tur coat they picked beaver tor $1200 
... keeps her warm and happy, and a proud woman. 


People who once had lots of money have a lot less to 


spend now...and lots of people who had little before seem to 
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The preferred customer of other years Does Not Answer 


your advertising. But Mr. & Mrs. Anonymous (not Greek 

to you) show up with a roll of bills and just buy stuff— 
five-dollar rib roasts, forty-dollar hats, cabin cruisers, and 

fyr coats. In one Fifth Avenue store, earnings of fur salesmen 
are up 200-300°% over °39! 


It’s narp to know where to look for business today. But 
if you sell in New York, you have a sure thing in The News— 
the medium That Has Everybody! 

What?...2,350,000 circulation isn’t everybody? Well, 

7 out of 10 families in New York is more of Everybody than 
you'll ever sell! Without ever running out of prospects! 

More of—you name it! More rich, poor, middle class... 
...more young, old, middle age...more Bronx, Brooklyn, 
Queens, Manhattan—and suburbs...more thirty-sixes, 
forty-twos and twelves, AAAA feet, 67s head, 16 necks... 
more new-married, old-married, children, childless... 
more prospects for mini-pianos and concert grands, deep 
freezers and window larders, house paint, house slippers, or 
what-have you...than any other medium anywhere! 

The 23,451,209 lines of store advertising run in 1947 
(8.4 million more than the next New York paper) makes The 
News the largest Retail Medium on earth! 


Tre, the national advertiser can buy prospects in New 
York in other papers ...at a much higher cost. But the 
medium preferred as prime mover by New York retailers 
is the obviots preference of the national advertiser, too! 
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